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1961: Brought Finer 
Color; Automation 
and New Dimensions 
in Projected Visuals 


for World Viewinc... 


1962: Time to Use 


These Tools With 
Skill and Imagination 
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fex/ Will your public relations films 
actually be seen 

by the publics you want? 


- 


ON TELEVISION? 
IN THEATRES? 


BY SCHOOLS AND 
COMMUNITY GROUPS? 


Be sure you are familiar with the best professional film 
distribution services available. 


fi Get our booklet ‘‘The Opportunity for Sponsored Films.”’ 

1% See our movie ‘People into Audiences.’’ Phone or write on 

fF ; your business letterhead to any of the sales offices listed below. 

{a 

ite SALES OFFICES 


NEW YORK DETROIT CHICAGO PITTSBURGH 
3 East 54th Street 19818 Mack Avenue Prudential Plaza 210 Grant Street 
Plaza 8-2900 Tuxedo 4-6222 Delaware 7-3252 Grant 1-9118 


LOS ANGELES SAN FRANCISCO WASHINGTON TORONTO 
1717 N. Highland Ave 444 Market Street Seventeen Ten H St., N.W. 140 Merton Street 
Hollywood 2-2201 YUkon 2-9414 Sterling 3-3377 Hudson 5-4419 


FILM DISTRIBUTION OFFICES 


ANCHORAGE, ALASKA CHARLOTTE 6, N. C. DENVER 3, COLO INDIANAPOLIS 4, IND. | MINNEAPOLIS 3, MINN. PITTSBURGH 19, PA. 
ATLANTA 8, GA CHICAGO 11, ILL. DETROIT 1, MICH KANSAS CITY 11, MO. NEWORLEANS 12,1.a. ST. LOUIS 30, MO. 
BOSTON 16, MASS. CINCINNATI 2, 0 HARRISBURG, PA LOS ANGELES 57, CALIF. NEW YORK 23, N. Y. SAN FRANCISCO 5, CAL. 


SEATTLE 3, WASH. 
BUFFALO 2, N. Y. CLEVELAND 15, 0 HONOLULU 14, HAWAIL MEMPHIS 4, TENN. OMAHA 2, NEBR. TORONTO 7, ONTARIO 


CEDAR RAPIDS, IA. DALLAS 7, TEX HOUSTON 4, TEX MILWAUKEE 2, WISC PHILADELPHIA 7, PA. WASHINGTON 6, D. C. 


MODERN 


TALKING PICTURE SERVICE 
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1961-the greatest year in Wilding history—made possible by 


... our clients, old friends and new, and thei#t@nanimous 
response to the fresh Wilding image 


...our people, who helped create this newimage with their 
creativity, their spirit, their desire to doonly the best 


...our production, with greatef efficiency, new approaches and 


more modern methods, gavé us greater competitive pricing 
opportunities to effect savings for our clients 


... our industry, andthe healthy competition within its ranks, 
which advanced#more than ever before in growth and stature. 


For 1962 we are looking ahead . . . to an even more successful year, 
with thé greatest backlog of business we’ve ever had. 


We wish continued success to all who made this possible 
afd in particular to our competitors. . . for it is keen competition 
which encourages us all to improve our product and thereby 
~ insure the success of our industry. 


WILDING 


CHICAGO: BRoadway 5-1200 WEW YORK: PLaza 9-0854 HOLLYWOOD: HO 9.5338 
CLEVELAND: TOwer 1.6440 CINCINNATI: GArfield 1.0477 SAN FRANCISCO: DOuglas 2.7789 
DETROIT: TUxedo 2.3740 WeEbster 3.2427 
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This inexpensive splicer is an important 
item in our Rental Department. Your precious 
negatives will be spliced in it. If the splices 
don't hold, your pictures may be ruined. 


When you rent a Griswold Splicer from 
F & B, it is perfect and your pictures will be too. 


Perfection is a quality of all of F & B's Rental 
equipment...cameras, lenses, sound recorders, 


Moviolas, lighting equipment—or whatever. 


We've told you F & B’s rental equipment is 
MORE RELIABLE. It didn’t just happen...we 
planned it that way. It takes a corps of top 
technicians, fine tools and precision machinery 
to properly maintain all this equipment; plus 
our determination to insure that F & B Rental 


Equipment is more reliable! 


Here we show you Dom Notto, our Chief Engineer, and a portion of our Camera 
Room and staff. Our other Rental Departments include Sound Equipment, 
Lighting & Grip Equipment, Editing & Projection Equipment, as well as a fully 
equipped Machine Shop and Service and Repair Shops for ali departments — 
staffed by 31 experts, technicians, and other personnel — all at your service. 


Write for complete 


This is the most expensive and important 
camera in our Rental Department. Your entire 
production depends on the film which has run 
through this camera. The BNC Mitchell has 
thousands of precisely machined mechanical 
and optical parts. If any one of them does not 
function perfectly your picture may be ruined. 


When you rent a BNC from F & B, it is 
perfect and your pictures will be too. 


WORLD'S FINEST 


SERVING THE 
Catalog of 
rental equipment FILM MAKERS 


Rental & Service Dept.: 304 W. 54th St., New York 19 MU 2-2928 
Showroom & Offices: 68 W. 45th St., New York 36 
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When You Rent from F&B & 
EQUAL IMPORTANCE...EQUAL PERFECTION 
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/f so, our creative 


and production staff can 
contribute unique and 
valuable services to 
insure the most effective 
method of communicating 
ideas to audiences 
through the proper 


utilization of better 


motion pictures. 


JOHN SUTHERLAND PRODUCTIONS, INC. 


LOS ANGELES 
207 North Occidental Boulevard 
Los Angeles 26, California DUnkirk 8-5121 
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BUSINESS SCREEN 


HE INTERNATIONAL BUSINESS JOURNAL OF AUDIO AND VISUAL 
MMUNICATION FOR INDUSTRY EDUCATION AND ON TELEVISION 


preview of contents 


U. S. Explores Overseas Marketing Via 8mm Sound ...... 8 
American TV Commercials Festival Goes National ...... 12 
Washington Film Commentary, by Mary Finch Tanham . .18 
Detroit Honors Jamison Handy’s 50th Anniversary ...... 27 
Press Salutes Sponsored Film: The Michigan Story ...... 28 
Film As a Trade Association Medium by J. J. Mullin ....29 
Of Oil and Libya: Ohio Oil’s Story of Exploration ...... 30 
Rural Audiences See The Unseen Harvesters ............ 32 
Proud to be Called The Independent: Film Story ........ 34 
The Far Sound Reaches for the Stars Thru Research ...... 35 
Japanese-U. S. Audio-Visual Specialists Confer in N. Y. . .36 
Youth’s Future in Photography: Cameras & Careers ......37 
Case Histories of Current Pictures from Hammond Organ, 
AMF, Hercules Powder, U. S. Savings & Loan ........ 38 
Sponsors Film Safari in East Africa .................. 42 
Business Screen Executive: News of Appointments ...... 44 
Reference Shelf: New and Useful Free Literature ........ 49 
New Audio-Visual Equipment & Accessories ..........50 


PLus: THE NATIONAL DirecTorY OF VISUAL DEALERS 


CHICAGO OFFICE OF PUBLICATION 
7064 Sheridan Road Building, Chicago 26, III. 
Telephone: BRiargate 4-8234-5 


IN NEW YORK CITY 
Robert Seymour, Eastern Manager: 250:W. 57th St. 
ClIrcle 5-2969 7 JUdson 2-1957 


IN WASHINGTON, D. C. 
Mary Tanham, Correspondent, 4331 Garfield St., N. W. 
Telephone: WOodley 6-0709 


In the hands of experts.. 


@ creative approach that seeks the 


IN LOS ANGELES 
H. L. Mitchell, 1450 Lorain Road, San Marino, Calif. 
Telephone: CUmberland 3-4394 
IN SAN FRANCISCO 
James Stevenson, 420 Market Street 
Telephone: YUkon 1-3575 

FRED A. NILES 

COMMUNICATIONS 


unique in: TV Commercials & Shows, 


Business Films, sound slidefilms, 


merchandising services, business theatre. 


Issue Eight, Volume Twenty-Two of Business Screen Magazine, published 


CENTERS, INC. Dec. 30, 1961. Issued 8 times annually at six-week intervals at 7064 Sheridan 
Rd., Chicago 26, Illinois by Business Screen Magazine, Inc. Phone BRiargate 

1058 W. Washington Bivd., Chicago 7, SE 8-4181 4 

Ot New York: 108 West End, SU 7-8770 1-8234-5. O. H. Coelln, Jr., Editor and Publisher. In New York: Robert 


Seymour, Jr., 250 W. 57th St. Telephone Clrcle 5-2969 or JUdson 2-1957 
In Los H. L. Mitchell, 1450 Lorain Road, San Marino, Cal. 
Telephone: CUmberland 3-4394, Subscription $3.00 a year; $5.00 two years 
‘domestic); $4.00 and $7.00 foreign. Second class postage paid at Chicago, 
Illinois and at additional mailing office. Entire contents copyrighted 1961 
by Business Screen Magazines, Inc. Trademark registered U, S. Patent 
Office. Address editorial and subscription inquiries to the Chicago office. 


IS THE 
PRICE TOO 


HIGH? 


Train with Slidefilms 


Many salesmen are ‘‘price’’ minded. 
When customers bear down hard 
on price, salesmen forget to sell 
the long-time satisfaction of prod- 
uct quality and performance. 


Here's a color sound slidefilm 


| that shows how the salesman’s 
| own attitude toward price is often 


the major influencing factor: — 


“DEVELOPING THE RIGHT 
ATTITUDE TOWARD PRICE” 


| This shows how to dispel the sales- 
| man's fear of price competition . . . 


how not to let price resistance 
dominate a presentation . . . how 
the forceful selling of advantages 
and benefits tips the scales against 
a price differential. One of a series 
of six: 


“SELLING IS 
MENTAL" 


presents tested material for 18 dy- 
namic sales training meetings. 


Write today 
for details 
concerning 
a preview 


2D 
BETTER 
Selling Bureau 


A DIVISION OF ROCKET PICTURES, INC. 


6108-B Santa Monica Boulevard 
Los Angeles 38, California 
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services. 
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UNDER ONE ROOF... 


in one convenient location. Write, 
phone or wire for information and 
quotations on any and all producer 


byron 


studio services: 


Editorial 


Creative Editing 
Dialogue Cutting 

Music Cutting 
Conforming 

Preparation of A&B Rolls 
Hot Splicing 

Syncing 

Cutting Room Rental 


Art 


Storyboards 
Graphic Art 
Cartoons 
Hand-lettered Titles 
Hot Press Titles 


Title and Animation 
Photography 


Music 


Optical Film, 35mm 
Magnetic Film, 35, 17% & 
16mm, %4-inch Tape 
Disc, & 78 
Sound Effects 


Sound Recording 


Location Recording 
Narration 

Music Recording 
Post-dubbing 
Re-recording 
Mixing 

Transfer 

Interlocks 


Facilities Include Optical and 
Magnetic 35, 1742 & 16mm, 


14-inch Syne Tape 


Screening 
16mm Projection 


35mm Projection 
Interlocks 


complete ONE STOP services for film producers! 


laboratory services: 


Developing Processes 
COLOR: 
Negative EK 16mm 
Positive EK 16mm 
Ektachrome 16mm* 
Kodachrome 16mm* 
Ansco 16mm* 
*Processed by film manufacturers 
local plant 
BLACK AND WHITE: 
Spray Picture Negative, 
16 & 35mm 
Spray Sound Negative, 
16 & 35mm 
Newsreel Negative, 16mm 
Spray Picture Positive, 
16 & 35mm 
Immersion Positive, 16mm 
Reversal, 16mm 


Printing 

COLOR: 
Kodachrome, 16mm 
Ansco, 16mm 

EK Internegative, 16mm 
EK Positive, 16mm 
Reduction, 16mm 
Blow-ups, 35mm 
Optical, 16mm 
Workprint, 16mm 
Masters, 16mm 
Answer Prints, 16mm 
Release Prints, 16mm 


BLACK AND WHITE: 
Dupe Negative, 16 & 35mm 
Master Positive, 16 & 35mm 
Reversal, 16mm 
Reduction, 16mm 
Blow-ups, 35mm 

Optical, 16mm 

Track Prints, 16 & 35mm 
Work Prints, 16 & 35mm 
Answer Prints, 16 & 35mm 
Release Prints, 16 & 35mm 
TV Spots, 16 & 35mm 


Miscellaneous 
Edgenumbering 
Print Cleaning 
Peerless Treatment 
Magnetic Striping 
Reels 

Cans 

Shipping Cases 


/ motion pictures 


1226 Wisconsin Ave., N.W., Washington 7, D.C., FEderal 3-4000 
Affiliated with MECCA FILM LABORATORIES CORP., 630 Ninth Avenue, New York 36, N.Y. 
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REEL NEWS 
FILM MEN! 


Certified Storage 
for 500,000,000 feet at 


BEKINS 
FILM SERVICE CENTER 


e Easy access! 
e Complete records! 
e Prompt delivery anywhere! 


Services provided include 


Distribution 

Inspection 
Grading & Cleaning 
Repairing & Rejuvenation 

Scratch Removal 

Protective Coating 

Editing 
Commercial Insertion 

Storage 


Call Bekins today 
for Certified Service! 


BEKINS 
FILM SERVICE CENTER 


1025 N. Highland + Hollywood 38 
HO 9-8181 


THAILAND ON THE SCREEN 
Thai Embassy Hosts Premiere 
of “Waters of Bangkok” 


REMIERING in Washington, D. C. this 

month was a beautiful new Eastman color 
documentary, destined for worldwide theatri- 
cal showings, titled Waters of Bangkok. Spon- 
sored by Eastman Kodak and distributed by 
Paramount, the 10-minute short subject shows 
the stunning beauty of Thailand, is one of 


| three films on the Southeast Asian countries 


being completed for Eastman by Wilding, Inc. 

Preceding the film’s premiere at Washing- 
ton’s Ontario Theater, His Excellency H. E. 
Visutr Arthayukti, Ambassador of Thailand to 
the United States, hosted a supper reception 


| at the Mayflower Hotel. In the receiving line 


with His Excellency and Mme. Arthayukti 
were Mel London, Executive Producer for the 


His Excellency, H. E. Visutr Arthayukti, Ambas- 
sador of Thailand to the United States, welcomes 
Mrs. Dean Rusk, wife of U. S. Secretary of State. 


Eastern Division of Wilding, Inc., who wrote, 
directed and produced the picture, and Mrs. 
London. 

Others supping on “Noodles a la Thailand,” 
and admiring the Thai evening wraps and ex- 
otic jewelry on diplomatic guests, were Mrs. 
Dean Rusk, wife of the U. S. Secretary of 
State, Justice William O. Douglas, General 
T. E. Curtis, Eastman Kodak Vice President 
in charge of Motion Pictures; General and Mrs. 
Erskine; Mrs. Alexis U. Johnson; H. William 
Hanmer, President of Wilding, Inc.; and sev- 
eral dozen Ambassadors and dignitaries from 
lands abroad and our own diplomatic corps. 

Waters of Bangkok is one of three films on 
the Southeast Asia area which Eastman and 
Wilding are completing from the rich, color- 
ful footage brought home by London and 
cameraman Bernard Hirschenson. Our Wash- 


| ington correspondent, Mary Tanham, found 


it all “too brief’ and “neither travelogue or 
travel film” but “more like an art film because 


| of its sheer beauty.” 


Film’s main theme is that water is the basis 


| of all life in Thailand; from the Gods and 
| Demon Kings to a shampoo in the river, water 


General T. E. Curtis, Vice President, Eastman 
Kodak Company (left) presented a dozen still 
photos from “Waters of Bangkok” to Thai’s Am- 
bassador, preceding the premiere. 


makes Thailand what it is today; without the 
“klongs,” or canals, Thailand would not have 
the best rice in all of Asia or its fine fish. 
Water is Thailand, the film seems to say. 

Although London faced difficult production 
problems with the language barrier, the on- 
coming monsoons and local crews and equip- 
ment, he says, “the Thais do not understand 
anger. They are wonderful. So . . . you just 
kind of work things out.” 

In one instance, inside lighting for an un- 
precedented Temple scene was provided by 
two barefoot Buddhist monks, holding the 
500-watt photo floods. This was the first time 
in history that filming of the religious cere- 
mony was permitted. The results are opulent. 

Camera in Thailand is the title of the addi- 
tional two-part film soon to be released. 


Mrs. Mel London (at left), wife of producer-direc- 
tor of Thai picture, chats with Mme. Visutr Ar- 


thayukti, wife of the Thai Ambassador. 


World's Largest Library of 
SOUND EFFECTS RECORDS 


Write for free catalog covering 
every needed sound effect — air- 
planes, autos, animals, birds, 
crowds, industrial, marine, trains, 
war, guns, weather, weird — also 
background and mood music. 


FLORMAN & BABB, Inc. 
Dept. J, 68 W. 45th St., N.Y. 36 
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NUMBER 8 


Now you can double the value of your business films. 


Double the use of your business films and you double their 
value. Simple? It’s even simpler to use the Videotronic 8, 
MPO’s new, automatic 8mm sound projector. You and your 
staff will really use this motion picture projector — and your 
films! You’ll find it easy-to-operate, easy-to-carry, easy -to- 
watch, easy-to-maintain, easy-to-own. It’s the lowest priced 
repeater on the market. Or, if you wish, lease-use available on 
low-budget monthly rentals. (As low as $1.00 a day!) And 


rentals may be applied against purchase price. 

MPO will also convert your 16mm or 35mm films to 8mm. 
The nation’s largest producer of TV commercials and spon- 
sored films for industry, MPO can produce effective low-cost 
films for your Videotronic 8. For further details, just drop a 
note to Judd Pollock, MPO, 15 East 53rd Street, New York 
22, N.Y. Or call TR 3-7000 in New York. There’s no obli- 
gation, of course. 


MPO Videotronics, Inc.| New York! Detroit! Chicago! Los Angeles! Toronto 
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HOW OUR CLIENTS GOVERNMENT OFFERS BUSINESS A NEW APPROACH TO FOREIGN TRADE 


U.S. Explores Overseas Marketing Via 8mm 
Department of Commerce Surveys Industry on Sales Film Showings by U. S. Attaches 


TRAINING 


U. S. DEPARTMENT OF COMMERCE, 
“actively and continuously engaged in 
programs to promote foreign markets for the 
products of American Industry,” is considering 
a worldwide film program, utilizing 8mm mag- 
netic sound prints of sales promotion films, 
to stimulate commercial sales abroad. 

At year-end (December 27), letters and 
questionnaires were addressed to some 1,200 
U. S. companies by Nathan D. Golden, Di- 
rector, Scientific, Photographic and Business 
Equipment Division of the Department’s Busi- 
ness and Defense Services Administration. The 


survey was directed to companies now having 
sales promotion films which might be reduced, 
sound-striped in appropriate languages and 
sent abroad. 

BUSINESS SCREEN reprints the questionaire 
form below for companies not on Commerce’s 
mailing list and, for their further guidance, we 
quote from Mr. Golden’s letter of transmit- 
tal: 

“.. . The new approach would consist in 
showing trade promotion films by U. S. Com- 
mercial Attaches in our Embassies abroad. 
(PLEASE TURN TO FOLLOWING PAGE) 


Clip and mail (or reproduce) this questionnaire form if your company is interested in the proposal: 


BUDGET BUREAU NO. 41-6150 


APPROVAL EXPIRES JUNE 30, 1962 


U.S. DEPARTMENT OF COMMERCE 


s 
BUSINESS ANO DEFENSE SERVICES ADMINISTRATION Name and Address of C mageey 


AVAILABILITY OF SALES PROMOTION FILMS 


TO: Business and Defense Services Administration 
Washington 25, D. C. 

ATTN: Scientific, Photographic and Business Equipment 
tvision 

INSTRUCTIONS: Please answer the following questions and 
retura the original of this form to the above address. An official 
envelope which requires no postage is enclosed for your con- 
venience. 


1. Do you have available sales promotion films for any of your products? .......seeeeeeeceeeeeees [_] Yes [_] Noe 


2. If your answer to 1 is YES: 


b. List below the products at which these films are directed and check whether each one is of a technical or sales promotion 
type. 
ea Indicate No. of films by type 
Product Other sales 
Technical 4 
ipromotion films 
) 2. 
3. 
4. 
5. 
6. 
SALES TRAINING ~ — 
SALES MEETINGS 8. 


SALES PROMOTION 
¢. Would you agree to sound of your at your 
SERVICE TRAINING for 8-mm. use in one or more oreigo anguages to fulfi the program as describe 


in the letter accompanying this form? Print costs may be assumed to approximate 


SALES PRESENTATIONS 
DEALER COMMUNICATION 
3. If your answer to 1 is NO, are you interestéd, as a means of expanding your foreign 

DISTRIBUTOR COMMUNICATION rh tong in producing, at your own expense, one or more 8-mm. magnetic sound films 

in languages appropriate to markets wherein you desire to do business or expand 

FILMACK PRODUCTIONS Name of person who should be contacted if questions arise regarding this report Telephone No. 
1326 S. WABASH . CHICAGO 5, ILL. 

Per 
8 BUSINESS SCREEN MAGAZINE 
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If youre working in coLoR 


know this: many firms process color but 


(GENERAL FILM GOES it 


> 


SUPERBLY! | It! Negative, positive and 
reversal coLor in 8,16 and 35mm. Serving 
producers of television, motion picture, 
industrial and audio-visual film -%. 


If you're not already “in? why not FIND ouT. 


Call @@ or write. 


GENERAL 


FILM LABORATORIES 
A DIVISION OF PACIFIC INDUSTRIES, INC. 


1546 ARGYLE, HOLLYWOOD 28, CALIFORNIA, HOllywood 2-6171 / central division 1828 WALNUT STREET, KANSAS CITY 8, MISSOURI, GRand 1-0044 
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FILMS TO AID TRADE: 


(CONTINUED FROM PRECEDING PAGE EIGHT) 
For the purpose of this program, a sales pro- 
motion film is a company film specifically de- 
signed to promote the sale of company pro- 
ducts, and excludes general public relations 
type films, films designed for institutional ad- 
vertising, or employee training type films. 

“Through the use of a new tool in the photo- 
graphic industry, the recent development of 
new 8mm magnetic sound projectors, and the 
reduction of existing films from 35mm _ or 
16mm to 8mm magnetic sound, a new tool is 
now available which lends itself to conducting 
a sales’ program throughout the world, tailored 
to the language of a particular country. It is an 
efficient and inexpensive device for introduc- 
ing old or new products in existing or virgin 
markets. 

“Preliminary to implementing such a pro- 
gram, the BDSA must ascertain, first, how 
many industrial films are available; and sec- 
ond, the interest and desire of American busi- 
ness firms to increase agency representation 
and sales in foreign markets. To this end, a 
number of firms are now being contacted 
which may now be utilizing for sales promotion 
purposes the motion picture medium. These 
firms, such as yours, are asked to answer sev- 
eral questions regarding the feasibility and 
usefulness of such a program. 

“Your answers to these questions will be 
treated in confidence. A prompt return of the 
enclosed questionnaire will be greatly appre- 
ciated. You may use your letter of transmittal 
to fully discuss your reaction to the proposed 
program. If you have any questions regarding 
the 8mm medium, please feel free to write and 
we shall attempt to get an answer for you.” 

The philosophy of the project is simple. A 
piece of heavy equipment, a line of furniture 
or housewares — indeed, millions of items 
manufactured in the U. S. cannot, realistically, 
be toted abroad for sales purposes. An 8mm 
sound film, however, which visually describes 
the product, shows it in operation, in color and 
with key style points and designs attractively 
presented, can be projected with appropriate 
national tongues magnetically-striped, to of- 
fer a realistic and effective sales tool. 

Commerce hopes that American industry 
will assume the costs of sound-striping com- 
pany sales films in appropriate languages, and 
— when necessary — will reduce them to 
8mm. In turn, Commercial Attaches around 
the world will actively take such prints in hand 
and seek proper agents to handle American 
products in foreign markets. U. S. sales films, 
therefore, will be threaded up on 8mm magnet- 
ic sound projectors in widely-scattered U. S. 
embassies, telling the story of millions of Amer- 
can products to hand-picked audiences. 

Results of the initial survey effort are bein 
GEO. W. COLBURN LABORATORY, Inc. awaited with interest. Pamnaiiee may <a 
duce the questionnaire form printed in these 
pages or use it directly and send to the address 
noted. BUSINESS SCREEN shares with the Ad- 
ministration and Department officials the be- 
lief that this is one international project which 
can return real dividends in increased (and 
badly-needed) American trade overseas. 


164 NORTH WACKER DRIVE / CHICAGO 6, ILLINOIS 


COMPLETE LABORATORY SERVICE FOR 16 MM / EDITING / RECORDING / WORK PRINTING / 
8 MM 4 16 MM RELEASE PRINTING / TITLING / 35 MM SLIDE AND FILMSTRIP SERVICE 
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Since 1921... 


You’re on schedule ... 


WITH THE LEADER IN LIGHTING, GRIP EQUIPMENT, 
PROPS, GENERATOR TRUCKS AND TRAILERS 


RGEST SUPPLIERS OF ‘MOTION PICTURE, Tv AND 


LIGHTING THE MOTION PICTURE INDUSTRY SINCE 1921 
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SALES - SERVICE 
INDUSTRIAL PHOTOGRAPHIC EQUIPMENT IN THE EAST 
i 333 West 52nd Street, New York City, Circle 6-5470 
2 


1TH THE NAMING of five reg- 

ional councils of advertising 
executives who will judge entries 
this year, the American TV Com- 
mercials Festival has attained na- 
tional status in its third year. De- 
tails of the Third Festival have 
been released by Wallace A. Ross, 
Director. 

Entry deadline for the national 
professional competition for mak- 
ers and sponsors of film and video- 
taped television commercials is 
February 15th. Spots shown on 
TV in the U. S. and Canada 
from March 1, 1961 to March }, 
1962 are eligible for awards in 
30 product categories and for cita- 
tions for techniques where war- 
ranted. 

1962 awards will be presented at 
a luncheon in the Grand Ballroom 
of the Waldorf-Astoria Hotel in 
New York on Friday, May 4th. 
Subsequent award presentations 
have been set for Chicago on May 
lith, Toronto on May 16th, Dal- 
las on June 7th, and Los Angeles 
on June 13th. 


Judging an expected 1,000 or 


3rd American TV Commercials Festival 


Award Program Goes National as Five Regional Councils Join 


to Judge Entries; Deadline for Commercials is February 15th 


more entries (last year’s total was 
1,352) will be a large group of 
ad executives organized into five 
regional Councils — East, Mid- 
west, Southwest, West Coast and 
Canada. Chairing the group for 
the third year is John P. Cunning- 
ham, Chairman of the Executive 
Committee of Cunningham & 
Walsh, Inc., and current Chairman 
of the Advertising Federation of 
America. 

Some 22 advertising managers 
of major corporations are mem- 
bers of the national executive 
board, as well as several promin- 
ent agency heads, including Bar- 
ton A. Cummings, President of 
Compton Advertising, Inc.; Wal- 
ter Guild, President of Guild, 
Bascom & Bonfigle, Inc., and 
Bryan Houston, President of 
Fletcher, Richards, Calkins & 
Holden, Inc. 


Other members of the Execu- 


tive Board include Alvin E. Hol- 
lender, Executive Vice President, 


Festival Director Wallace Ross 


Grey Advertising, Inc.; Charles 
Feldman, Senior Vice President, 
Young & Rubicam, Inc.; and Mar- 
got Sherman, Vice President & 


Chairman of the Creative Plans 
Board of McCann-Erickson, Inc. 
To establish the national status 
of the project, the five Regional 
Councils will each meet and vote 
on the top 150 Finalists to be 
screened out of the total number 
of entries. These Councils will 
plan for constructive workshops 
in connection with the Awards 
Luncheons and the screenings of 
winning spots in Chicago, Dallas, 
Toronto and Los Angeles. 

Last year’s Festival received 
widespread press coverage and an 
enthusiastic reception from the 
advertising profession. TIME mag- 
azine (May 13) described the 
award-winning commercials as be- 
ing “remarkable” because they 
had been made “with so much 
more imagination, humor, photo- 
graphic skill and musical talent 
than the programs they were de- 
signed to interrupt.” 

As of January Ist, 1962, some 
86 advertising clubs, groups, ad- 
vertisers and their agencies, 
schools and overseas advertising 
associations had booked last year’s 
reel of Award Winners. iy 


THE EDITORS 


OF BUSINESS SCREEN ANNOUNCE MID-FEBRUARY PUBLICATION OF THE 


PRODUCTION 


THE BIG 


1962 BUYER’S GUIDE TO SPECIALIZING 


ve The one complete, dependable and most widely-used 
single buyer reference source to the best in audio-visual 
production facilities in the U. S. and abroad is now in 
preparation for the 12th consecutive year. Already pre- 
sold to thousands of key executives within leading in- 


dustrial companies, agencies, trade and government of- 
fices, the new 12th edition will include all the best of 
1961's great features and many editorial innovations. 


BUSINES S 


PRODUCERS OF FILMS FOR BUSINESS AND TELEVISION 


Look to the 12th Annual Production Review for facts 
on award programs, professional a-v organizations, per- 
sonnel and programs of leading audio-visual user groups, 
service and equipment sources and many other year- 
round reference features. Single copies $2.00. First ad- 


vertising forms will close on January 31st . . 


. with no 


increase in the lowest advertising rates for the largest 
display page of any comparable magazine in the field. 


for Listing Forms or Advertising Participation, Write, Wire or Phone 


SCREEN MAGAZI1 


NES 


INC. 


7064 SHERIDAN ROAD - CHICAGO 26 - TELEPHONE BRIARGATE 4-8234 


in New York, Call 
ROBERT SEYMOUR, JR. 
250 West 57th Street 
Circle 5-2969 or JUdson 2-1957 


in Washington, D. C., Call 


MARY FINCH TANHAM 
4331 Garfield St., Northwest 
WOodley 6-0709 


in Los Angeles, Call 
HERBERT L. MITCHELL 


1450 Lorain Rd., San Marino 
CUmberland 3-4394 


in the Bay Area, Call 
JAMES STEVENSON 
420 Market Street 
YUkon 1-3575 
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Don’t get too educational when you make an educa- ee = 
educational 
tional motion picture. True, you usually have a cap- o i 


tive audience, a group in a special field willing and 
eager to learn; but “educo” still means to bring out 
not to push in. Be gentle with the ladle. Be generous Pp i i ures 


with the inspiration, the application, and the “what’s- 


in-it-for-me.” 


by Audio... 


Atomic Energy Commission National Board of Fire 
Underwriters 


Wire == American Bosch Arma Corp. 
+ American Machine 
| & Foundry Co. National Cotton Council 
\ Ces sees Soaeoe American Telephone Port of New York Authority 
- & Telegraph Co. Schering Corp. 
\ : ——— Babcock & Wilcox Co. E. R. Squibb & Sons Div, 


E. I. duPont de Nemours The Texas Company 


& Co., Inc. Union Carbide Corp. 
Ethyl Corporation U. S. Navy 
The Gillette Company Western Electric Co. 
McGraw-Hill Book Co. Westinghouse Electric Corp, 


—and many, many others 


send 
for 
booklet 


PROD CTIONS, INC. 


FILM CENTER BUILDING - 630 NINTH AVENUE - NEW YORK 36, N.Y. 


TELEPHONE: Plexza 7-0760 


Frank K. Speidell, President Producer-Directors: 
P. J. Mooney, Vice-President & Treasurer ; Frank Beckwith Alexander Gansell Harold R. Lipman 
T. H. Westermann, Vice-President, Sales L. S. Bennetts H. E. Mandell Erwin Scharf 


Alexander Gansell, Secretary 


‘ 
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‘SOMETHING 
ciaL FOR 
YOUR NEXT 


SALES 
EETIN 


“HERMAN’S 
SECRETS OF 
SALES SUCCESS” 


Herman does it again. In this ever- 
to-be-remembered performance, Her- 
man “tells all!” ... lays bare the real 
secrets of his success in selling. 
Show it at your next sales meeting 
and listen to those chuckles turn 
into laughs ... the laughs into 
spasms as Herman spoofs salesmen 
in general. 


Prints of this “shot in the arm” 
program fare are in full color; 16mm; 
with a 10-minute running time. Avail- 
able on a rental plan, or may be 
purchased outright. 


“HERMAN’S SECRETS OF SALES 
SUCCESS” will fill the bill as that 
something extra at your next sales 
meeting. Write today for price infor- 
mation and a copy of Dartnell's Di- 
rectory of Sales Training Films. 


DARTNELL. 


1801 Leland Avenue, Chicago 40, Illinois 


“WEADQUARTERS FOR SALES TRAINING FILMS” 


MAIL COUPON 

Dartnell Corp. 

1801 Leland Avenue, Chicage 40, Iilineis 

Gentlemen: Please send me information 

about “Herman's Secrets” film 

©) copy of Dartneli’s Directory of Sales 
Training Films. 


RIGHT off the NEWSREEL 


Entries Close Feb. 16th for 


| National Safety Film Awards 


* Sponsors and producers of mo- 


| tion pictures and slidefilms in all 


fields of safety education are alert- 
ed to the impending February 16 
deadline for the 1962 awards pro- 
gram of the National Committee 
on Films for Safety. The 19th 
annual competition is for subjects 
produced or released during 1961. 

Principal non-theatrical classifi- 
cations are: occupational, home, 
traffic and transportation, and gen- 
eral (all other) films and slide- 
films. There is no charge for en- 
tering the contest nor for the 
plaque and certificate awards pre- 
sented to winning sponsors. The 
contest entries are judged by lead- 
ers of national organizations iden- 
tified with national safety pro- 
grams and by experts in the vari- 
ous category fields. 

For entry forms and other in- 
formation, contact William Eng- 


| lander, secretary, National Com- 


mittee on Films for Safety, Sth 
floor, 425 N. Michigan Avenue, 
Chicago 11, Illinois. Both U. S. 
and Canadian subjects are eligi- 
le. 


* * 


Kodak to Have Major Exhibit 
at the New York World’s Fair 

The Eastman Kodak Company, 
a prominent participant at the 
1939-40 New York World’s Fair, 
has leased an area of 75,000 
square feet for a major exhibit 
at the impending 1964-5 New 
York event. The Kodak exhibit 
will be located in the industrial 
area at the intersection of the 
Fair’s main avenues. . 

J. Anthony Panuch, vice-presi- 
dent in charge of industrial ex- 
hibits for the New York World's 
Fair, welcomed the company’s ex- 
hibit, “Kodak is ideal for our 
theme in presenting to the world 
a clear understanding of Ameri- 
ca at work and play,” he said. 

Kodak’s “Cavalcade of Color” 


| in 1939-40 was the first major 


color-slide presentation and proved 
to be a forerunner of color pho- 
tography’s current popularity. The 
Kodak fair exhibit featured a 
darkened “Hall of Color” with 
miniature Kodachrome slides pro- 
jected and enlarged 50,000 times 
for projection on huge 17-by-21- 
foot screens. The pictures on the 
eleven screens in the hall were 
either related to one another in 


| sequence or formed a giant color 
| panorama. As they faded in and 


out, accompanying voices and mu- 


sic connected them to a moving 
story. 


James E. McGhee, vice-presi- 


dent in charge of sales and adver- | 
tising for Eastman Kodak, signed | 
the 1964 exhibit contract, as the | 
company joined AT&T, Chrysler, | 
Elec- | 


Coca-Cola, Ford, General 
tric and IBM in the list of prom- 
inent industrial participants. 
* 

“Substantial Gains” Reported 
for Film, Equipment Exports 

*, Substantial gains in motion pic- 
ture film and equipment exports 
from the U.S. were recorded in the 
first nine months of 1961, 
U. S. Department of Commerce 


reports. Combined exports of still | 
and motion picture products were | 


more than $100 million, the de- 
partment’s Scientific, Photograph- 
ic and Business Division noted. 
The total was substantially above 
the same period in 1960. 


Foreign sales of 16mm sound | 


projectors increased from $1,365,- 
572 to $1,554,816; motion pic- 
ture film and equipment exports 
were up 9.5% over the same pe- 
riod last year. Some 32 million 
feet more of 16mm rawstock film 


were exported in 1961. a 


* 
TV Use of Factual Film a 
Highlight at EFLA Meeting 


vr New developments in television | 
informational film were | 
demonstrated at the 1961 Eastern | 
Regional Meeting of the Educa- | 
tional Film Library Association | 
on December 13 at the Carnegie | 
International Center in New York. | 

Robert Costello, producer for | 
Associates-Paramount, | 


use of 


Talent 
Ltd., of the CBS-TV show Arm- 


strong Circle Theatre, report on | 
television documen- 


dramatized 
taries and showed footage from 
his recent program on the Berlin 
Wall. Lou Hazam, producer of the 
NBC-TV special, Vincent Van 
Gogh, discussed this and other 
television projects involving filmed 
expositions of great works of art. 
James MacAndrew, representing 
the New York State Regents Edu- 
cational TV project, reported on 
current developments in television 
for schools and colleges. 

New film productions of inter- 
est were screened and discussed 
at an afternoon session at which 
EFLA President Frederic A. 
Krahn presided. 

Himan Brown showed his new 
release, You Are Not Alone, a 
mental health film sponsored by 
(CONTINUED ON PAGE 16) 


the | 


NOW... for 
Ektachrome 
users... 


ONE-DAY SERVICE 
on 16 mm 


COLOR 
PROCESSING 


Licensed by Kodak 


5¢ ft. 
6¢ ft. 


Chemical and 
sensitometric 
controls to rigid 
Kodak standards. 


EKTACHROME 
COMMERCIAL 


EKTACHROME 
ER FILMS 


TEXAS INDUSTRIAL 
FILM COMPANY 


2528 NORTH BLVD. 
JA 9-4377 


HOUSTON 


48 


HOURS 
Camera to 
Color Print 


Let us process your 
Ektachrome camera 
film, assemble it, 
make a 
COLOR (11¢) 
B&W (6¢) 
print with printed edge 
numbers, then ship to you 
within 48 hours after 
receipt of your original. 


Write for 
complete laboratory 
price list. 
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...-more than the sum of its parts! 


The arithmetic of leadership was there on the drawing board, long 

before the first precision parts were ever machined for the remark- 

able Arriflex 16. Leadership was in the making as Arriflex engineers con- 

ceived the many unique features that make it today’s top-performing 

motion picture camera! [1] For example, the mirror-reflex shutter viewing system 

eliminates finder problems. The fantastically precise registration-pin movement in a 

precision film gate achieves such framing accuracy that even 35mm blow-up release - 

prints sustain rock-steady screening quality. The divergent turret keeps a telephoto 

lens barrel out of the field of a wide-angle mounted alongside. (] There’s much more to this 
amazingly compact 61/2 Ib. professional camera than the sum of its parts. Ask any Arriflex user! 


For literature, write 


FLEX CORPORATION OF AMERICA 
257 PARK AVENUE SOUTH, NEW YORK 10, N. Y. 
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See the difference... 


when 16mm Color Specialists process prints! 


me—IT MAKES 
A DIFFERENCE!” THE SPECIALIST’S 


WRITE FOR LATEST PRICE LIST 


7936 Santa Monica Blvd., Hollywood 46, California 
Telephone: Oldfield 4-8010 


| (CONTINUED FROM PAGE 14) 
| the Connecticut Mutual Life In- 
| surance Company; Julien Bryan, 
of the International Film Founda- 
| tion, presented Amazon Village; 
| Phil Stapp demonstrated new ani- 
mation techniques in his film Wa- 
| ter, produced for the World 
Health Organization; and John 
Sutherland screened his new film, 
What Is a Chemist?, produced to 
encourage interest in science 
among junior high school stu- 
| dents. Wy 
| 
| Rippey Named Gen’! Chairman 
_ of Advertisers °62 Roundup 


A prominent Mountain States’ 
agency executive who is widely 
| known in the business film indus- 
_ try has been appointed general 
chairman for the joint national 
meeting of the Advertising Feder- 
ation of America and the Advertis- 
ing Association of the West, to be 
held June 23-28 in Denver, Colo- 
rado. 
Arthur G. Rippey, of Rippey, 
Henderson and Bucknum, is in 
| charge of the arrangements for 
_ this First AFA-AAW All-Ameri- 
ca Advertising Roundup. There 
are now 20 committees at work 
/ on various phases of what prom- 
ises to be the largest gathering of 
advertising people in the last 50 
years. 


Consolidated VP Ted Hirsch 
a Heart Victim on West Coast 


“ Mourned by his many friends 
in the film industry, Ted Hirsch, 
vice-president for operations at 
Consolidated Film Industries, Hol- 
lywood, succumbed to a heart at- 
tack at his home on December 4. 
Ted was a 30-year veteran at Con- 
solidated, beginning his career in 
| 1929 and serving continuously ex- 
cept for the World War II period 
| when, as a Lieutenant Colonel in 
| the U. S. Army Signal Corps, he 
was stationed at the Army Pic- 
P torial Center, Long Island City, 
Active pallbearers at the Los 
Angeles services on December 5th 
included Sidney P. Solow, Theo- 
dore Fogelman, Richard S. Rod- 
| gers, Edward H. Reichard, Thomas 
| Sproul, Peter Silverman, Roger 
| Richardson and Harry Teitelbaum. 
Honorary pallbearers were Fred 
Berger, W. A. Cushman, Jack 
Goetz, William S. Holman, Ira M. 
Johnson, Milton Levinson, Ardis 
L. Ludington, Sidney Lund, Leo 
Pepin, John Pister, Job Sanderson, 
Gordon Sawyer, Dr. Norman Sim- 
mons, Dale Tate and Ben Teitel- 
baum. 
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Preferred by 


PROFESSIONALS 


@ ALL-TRANSISTORIZED 


RECORDING AMPLIFIER MODEL MA-I1 


* All-transistorized! Bulky batteries and heavy transformers eliminated. 
+ Rechargeable battery or continuous A.C. operation. 
* 14 transistors for frequency response to 12,000 cycles. 
+ Extreme portability and dependability. Weighs only 5 Ibs. 


=Temperature-compensated for world-wide 
use, winter and summer. 


+ Equipped with transistor-matched *« 


FILMAGNETIC DUPLEX ' FILMAGNETIC heads. 

A.C. POWER-PACK & 

CHARGER will fully 

charge MA-11 Amplifier 

Battery overnight. Plug 

into Amplifier. It's that 
stored under pullman seat or carried 


as hand-luggage on plane. 4 


Fully charged Battery will operate 
Filmagnetic Model MA-11 Amplifier 
for more than 8 hours of 
sound-on-film recording. 


ALSO USED AS POWER-PACK for continuously 

operating Amplifier direct from 115 Voit A.C. current. 
Permanent 
Battery can be 
re-charged repeatedly. 


WRITE FOR FREE AURICON CATALOG 
WITH INFORMATION ON THE NEW cs 
RECORDING SYSTEM... GUARANTEE 


All Auricon Equipment is sold with 
a 30-day money back guarantee 
and a 1 year Service Warranty. You 

» * THIS IS THE FILMAGNETIC CAMERA UNIT for must be satisfied! 


16mm magnetic sound-on-film . . 


FILMAGNETIC sound-on-film recording can be 
factory installed on all existing, or earlier, WA! (MMV 
Auricon Cameras. Recording on pre-stripe film, } vv J 


black-and-white or color, you get professional 
quality lip-sync talking pictures and brilliant 
music reproduction. After normal processing, the 
film can be shown on any 16mm magnetic-sound 
projector. In use since 1955, for exacting 
professional requirements, FILMAGNETIC, with 
the new MA-11 Amplifier, brings you the means 
for producing the finest in professional 16mm 
sound-on-film motion pictures. The optical 
sound-on-film capability of your Auricon Camera 
is not impaired. Change back and forth at will 
. .. without tools! 


BACH AURICON, Inc. 
e210 Romaine Street, Hollywood 38, California 


THE LINE OF 16MM SOUND-ON-FILM CAMERAS 


CINE VOICE II AURICON “PRO-600 SPECIAL” AURICON PRO-600 AURICON SUPER-1200 
100 ft. Runs 2% min 400 ft. Runs 11 min 600 ft. Runs 154% min 1200 ft. Runs 33 min. “FILMAGNETIC’ SOUND FOR COLOR OR BLACK & WHITE 


AURICON ...THE PROFESSIONAL CAMERA + STANDARD OF THE 16MM SOUND INDUSTRY SINCE 1931! 
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THE MAN WHO 
REPRESENTS 
YOU TO YOUR 
EMPLOYEES 


You can indoctrinate men who serve 
as your supervisors with your own | 


ideals and aspirations . . . and help 
these men to express you to the 
people they supervise. 

You can help them interpret a 
better understanding of company 
policies, enhance loyalty and de- 
velop a sense of greater responsi- 
bility with 


“THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT” 


This is just one of eight powerful 
sound slidefilms that save a load of 
time and effort for the busy execu- 
tive, assuring accurate training with 
no chance of misunderstanding .. . 


“SUPERVISOR TRAINING ON 
HUMAN RELATIONS" 


Write today for other 
titles in the series 
and details concerning 

a preview. 


Guided FILM Missiles 


ROCKET 


_ 


INC 


PICTURES 


6108 Santa Monica Boulevard 
Hollywood 38, California 


WASHINGTON FILM COMMENTARY 


by Mary Finch Tanham 


Washington Correspondent for Business Screen 


N May 15, 1862, Abe Lin- 
O coln signed a piece of paper 
and the U. S. Department of Agri- 
culture was born. In this New 

fear, 1962, as the Department 
celebrates its Grand Centennial, 
the factual film industry will be 
proud to learn that one of the ma- 
jor events will be America’s first 
film festival devoted entirely to the 
subject of agriculture. The an- 
nouncement is doubly significant, 
since the year also marks the 50th 
anniversary of USDA’s Motion 
Picture Service, the oldest film 
operation in the Federal govern- 
ment. 

The festival 


agricultural film 


| will be held in Washington in late 


November and will be open to all 
producers and sponsors of agri- 
cultural films on a wide variety of 
subjects: e.g. farming, crops, ani- 
mals, engineering, food, garden- 
ing, home life, pests, resources, 
science, recreation and wildlife. 
Films may be entered in more 
than one category, with a maxi- 
mum of three subjects in any one 
category. 

Department's Films Ineligible 

The USDA, which has cata- 
loged some 300 films on every- 
thing from screwworms to Smokey 
the Bear, is out of the competi- 
tion — ineligible to enter. So the 
field is wide open! 

Agricultural films, which make 
an important contribution to na- 
tional education and rural com- 
munication (and are often out- 
standing examples of film making 
by any standards) are sometimes 
overlooked by festival judges when 


| screened in competition with films 


of a completely different charac- 
ter. In such cases, the farm film 


| fails to win proper recognition for 


its substances — and it loses the 
wide audience it deserves. 

To Observe “Americas’ Day” 

There are hundreds of these 
worthy agricultural films in cir- 
culation; they have been produced 
by industry, schools, business and 
civic organizations. The USDA 
hopes to garner them all in this 
unprecedented festival! 

The “Agricultural Film Festi- 
val” will additionally include an 
invitational “Americas’ Day,” to 
pay tribute to the fine pictures out 
of Canada and the countries of 
Latin America. 

Submitted prints must be 16mm, 


| either color or black & white and 


there is no restriction as to length. 
But only films released since Jan- 
uary, 1960 will be accepted. There 
are no entry fees. 

Juries for agriculture’s festival 
will be carefully-selected and es- 
pecially qualified to judge the 
relevant subject matter. Winners 


Growth Through Agricultural Progress 


will receive a Centennial Certifi- 
cate of Merit and a letter of com- 
mendation from the Secretary of 
Agriculture. 


Winning Films to Go on Tour 


As there will no doubt be wide- 
spread demand for further show- 
ings of winning entries (on tele- 
vision and before agricultural, 
civic and other groups), the De- 
partment will arrange for addition- 
al screenings across the country 
and will keep and distribute win- 
ning films until November, 1963, 
at which time prints will be re- 
turned. Those which have been 
eliminated will be promptly return- 
ed after pre-screening sessions. 

As a result of Festival recogni- 
tion and publication, the Depart- 
ment anticipates that winning 
films will be seen by large new 
audiences, who will welcome this 
opportunity to enjoy and profit 
from the absorbing world of agri- 
cultural films. 

Watch your mail for invitations 
and entry blanks for this major 
1962 event which you will be 
reading about in ensuing issues of 
BusINEss SCREEN! 

* * * 


New 500-Page Catalog Lists 
Available Government Films 
... There’s a rich mine of motion 
picture and filmstrip source ma- 
terial in the new 500-page catalog 
of U.S. Government Films cur- 


rently available for public educa- 
tional use and released in Novem- 
ber by the U.S. Office of Educa- 
tion. 

Listings are confined to those 
films to which the Federal Gov- 
ernment possesses negative and 
reproduction rights; and to those 
films which, if not owned by the 
Government, are presented offi- 
cially by Federal agencies and for 
which the Government has major 
distribution rights. Listings are 
limited to films actually available 
— and in sufficient print numbers 
to serve public demand. 

The subject matter index covers 
a range of topics from AWOL to 
Zoysia Grass, includes such diverse 
topics as surgical techniques, aero- 
nautics, farming, speech defects, 
atomic energy, child psychiatry, 
electricity, fingerprinting, food ad- 
ulteration, race problems, radia- 
tion, etc. 

You can order your copy (see 
title above) from the Superinten- 
dent of Documents, Washington 
25, D.C. Enclose your check or 
postal money order for $2.75. 


ond 


Jackie Martin (2nd left) receives dec- 
oration from Ambassador Campos 
as brother Phil (right) looks on. 


Brazil Honors Jackie Martin 
for Magazine Articles, Books 

. . One of our film industry’s 
most ardent workers is Norwood 
Studios’ vice-president, Jackie 
Martin. An internationally-known 
photographer and picture editor in 
her own right, Miss Martin was 
honored last month by the Bra- 
zilian government. As _ his first 
official ceremony, the newly-ar- 
rived Ambassador of Brazil, Ro- 
berto Campos, bestowed his coun- 
try’s Order of the Southern Cross, 
rank of Cavaliero, on Jackie and 
Mrs. Alice R. Hager for their 32 
magazine articles (illustrated in 
black & white and color) and two 
books, published by Macmillan, 
“Frontier by Air” and “Giant to 
the South.” 

The co-authors covered the 
great country as guests of former 
President Vargas and were praised 
by Ambassador Campos for their 
long and proven friendship to Bra- 


zil. 
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Film Services, Inc. Merges 
With National Film Studios 

ve The merger of two Washing- 
ton film companies, Film Servi- 
ces, Inc. and National Film Stu- 
dios, Inc. has been announced by 
Elliot Newcomb, president of Na- 
tional. The new operation, which 
expands facilities of both organiza- 
tions, combines audio-visual and 
graphic services under one roof. 


Elliot Newcomb . . . in merger 


Sound stage, art and animation fa- 
cilities have overflowed into new 
space; staffs have more than 
doubled. 

“We look forward to this com- 
pany becoming increasingly inter- 
ested in educational and training 
materials,” Newcomb says. “We 
feel that films and filmstrips are 
‘new dimensional textbooks’ which 
must be provided for better  in- 
struction among, for example, ex- 
ceptional children and within the 
under-developed countries.” 

Filming of Official Embassy 
Events Is Their Specialty 

. . . When Nigerian embassy offi- 
cials in Washington first raised 
their country’s flag of independ- 
ence, they called on a group of 
Washington film specialists to 
capture the historic moment on 
film. Similarly, when the Presi- 


dent of Senegal visited Washing- | 


ton, crews documented his recep- | 
tion by the people of America. 
For new-born nations, especially, | 
official ceremonies in the capital 
city are of such historic signifi- 
cance that most are filmed for the 
people in their respective home- | 
lands. 
Washington’s Paragon Produc- | 
tions is one of these busy pro- 
ducers along “Embassy Row,” ex- | 
pending a great deal of extra time, 
effort and good will on these proj- 
ects. And time is a factor . . . to 
come up with scripts in Iranian 
or to tiptoe through protocol with- 
out offending sensitive dignitaries. 
Paragon has filmed Premier 
Kishi of Japan, King Saud of 
Saudi Arabia, Mohammed V of 
Morroco, the President of the 
Philippines and a host of other 
luminaries. They have been espec- 
ially busy in recent weeks on films 
about the fascinating but often | 
bewildered representatives of 
brand new African republics. 


* * 


“New Face of Capitol Hill” 
—a Tribute to Late ‘Mr. Sam” 
. . . Few people realize that “Mr. 
Sam” Rayburn did more than 
anyone else to perpetuate the face | 
of the nation’s capitol building for | 
posterity. Fewer realize that there 
is a stirring story behind the way | 
that, column-by-column, piece-by- | 
piece, carving-by-carving — the | 
old, pitted structure was replaced | 
by gleaming new marble from | 
Georgia. 

New Face on Capitol Hill (re- 
cently produced by Frank Willard | 
Productions for the Georgia Mar- | 
ble Company) is, in its way, a 
tribute to “Mr. Sam” as well as a | 
fascinating glimpse of men and | 
machines working the swamps and 
hills of Georgia. 

How do you gouge out pure 
marble which has lain for hun- 


Nigerian embassy officials are filmed in Washington to commemorate 


raising of their country’s flag of independence (see story above). 
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CAPITAL FILM LABORATORIES, INC, 


_ CAPITAL COMMENT: 


dreds of millions of years in the 
ground? How do you shape huge 
35 ton columns into 17 ton shafts? 
And how do you transport these 
tons of glistening rock which have 
to be treated like valuable pieces 
of china? 

It’s all included in the picture, 
in sharp, vivid color. The 15-min- 
ute picture was narrated for Wil- 
lard (of Atlanta, Ga.) by Jerry 
Vandeventer. Packed with infor- 
mation, pleasantly peppered with 


patriotic appeal natural to its sub- | 


ject, this production should inter- 
est just about everybody who cares 
for American tradition and her- 
itage. 

* 
Triple-Purpose Film Program 
Tells Carpenter Steel Story 
vy Three motion pictures comprise 
a “triple-purpose” film program 
for the Carpenter Steel Company 
of Reading, Pa. Released under 
the covertitle: These People Know 
the Steel Business, the a-v “trio” 
includes a basic 20-minute picture 
on Carpenter's overall steel opera- 
tions; the “basic film” plus a six- 
minute added sequence pointed for 


Bryson Rash, noted Washing- 
ton TV-radio correspondent, 
helped to narrate the new 
Carpenter Steel Company 
sales picture .. . 


the forging industry; and the “bas- 
ic film” plus a seven-minute  se- 
quence created for the cold head- 
ing industry. 

The film covers several plants, 
employs four narrators, incorpor- 
ates scene after scene of some of 
the best on-the-spot photography 
ever shot in a sooty mill and 

| it all blends together like molten 
steel. 

Strictly aimed at Carpenter 
customers, the pictures stress the 
variety of the steel firm’s product 
lines, which are contributing to 
today’s fast-changing, challenging 
era of the technological break- 
(CONTINUED ON PAGE 22) 


PARTHENON PICTURES 


HOLLYWOOD 


TO 
TRAINING 
DIRECTORS 


Now available for screening: A 


really new kind of “skill film.” 
| Straightforward and clean-cut 
instruction, but themed on honest 
motivation and suspense-hooked 
to make the employee-viewer 
WANT the training .. . 


AT&T's 
“AN ANSWER FOR LINDA” 


“. . . bright, entertaining, fast- 
moving, pictorially — beautiful — 
and novel in that it presents an 
extraordinarily intricate manual 
procedure with simplicity, at the 
same time weaving real motiva- 


tion into hard-nosed instruction.” 


A fitting successor to the very 
successful “LOCKED ON” (Gen. 
Dynamics/ Astronautics), it im- 
presses another any-industry 
fundamental: i.e. “Keep one 
jump ahead.” Not a trainee’s pic- 
ture, it is designed to upgrade 
the performance of people al- 
ready skilled in their jobs . . . 


“AN ANSWER FOR LINDA” 


is typical of the new “tool” type 


of picture which will return its 


sponsor's cash investment with a 


cash profit, plus improved em- 


ployee morale and customer satis- 


faction, as a bonus. 
Loan prints available to indus- 


| 
| 
| 


| Detroit and California. 


trial firms in New York, Chicago, 


PARTHENON PICTURES 


Cap Palmer, Exec. Producer 
Hollywood 26,—DUnkirk 5-3911 
Chicago Princeton Detroit 
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Their after hours talk is all about you 
Solving problems related to all types of film processing is their business. Out 
of their discussions also come ideas for Saving you time—and money. Forty-five 
years Of experience mean superior quality and service—plus dependability. 


“Technicolor 
CORPORATION 


SERVING THE PROFESSIONAL AND HOME MOVIE INDUSTRY OF THE WORLD - HOLLYWOOD - NEW YORK - LONDON - PARIS - ROME 


Technicolor is a registered trademark, 
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The Dependable One 


There’s something very comforting 
about the way a Kalart/Victor pro- 
jector runs. Whisper quiet. Almost 
without effort. And above all, de- 
pendably. It’s always ready to put 
on your program. 

One reason is the lubrication 
system designed exclusively for 
Kalart/Victor projectors. Oil is 
metered from a large reservoir on 
“demand feeding” by means of a 
wick. Parts are given only the 
amount of oil they actually require. 
There can be no leakage because 
the oil travels upward through the 
wick by capillary action. One filling 
of this oil reservoir keeps the pro- 
jector running smoothly for some 


1,200 hours, or a full year of heavy 
use. What efficiency! 


Of course, there are a score of 
other features that contribute to 
Kalart/Victor’s reputation as the 
dependable 16mm sound projector. 
Your authorized Victor Audio- 
Visual Dealer will be more than 
pleased to point them out to you. 


Free —‘‘How Industry Profits 
from Films.” Booklet is packed 
with information on use of audio- 
visuals in every phase of business, 
from training to sales. Send now 
for your copy. Address your request 
to Victor Animatograph Corp., 
Dept. 6. 


World’s Most Experienced Manufacturer of 16mm Projectors 
VICTOR ANIMATOGRAPH CORP., DIVISION OF KALART, PLAINVILLE, CONNECTICUT 
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(CONTINUED FROM PAGE 20) 


through. Cameraman Andrew 
Costikyan’s close-ups of compli- 
cated machines highlight the hot 
reds and golds of metals. At the 
rolling mill, experienced hands 
whip hot ribbons of vibrant orange 
steel, handling the coils like giant 
snake whips. The sales pitch is 
straight-forward but scenes like 
these are memorable! 

These People . . . was produced 
and directed by George F. John- 
ston of Washington Video Pro- 
ductions from the script by Oecev- 
este Granducci. Peter Norman 
assisted Andrew Costikyan at the 
cameras; Robert H. Johnson 
edited. 

Appealing Film on Value of 
Phonovisual Reading Method 


.. . As we all know, there’s noth- 
ing more soul-satisfying than beau- 
tifully-filmed children in gay, 
happy color. And that is precisely 
what Nick Read of Potomac Films, 


| Inc. has accomplished with a 


group of bright, apple-cheeked 
youngsters in Maryland’s Primary 


Day School. 


But why these particular chil- 
dren? And why a _ 29-minute 


| school film about them? 


Showing to Parents, Educators 


It’s because they are fortunate 
beneficiaries of the new, highly- 
successful “Phonovisual” method 
of reading, which warrants this de- 
finitive film aimed at parents, 
teachers and school officials. Pri- 
mary Day, which accommodates 
kindergarten as well as first and 
second grade youngsters, is a mod- 
ern country school founded by two 
D.C. teachers — the Misses 


| Schoolfield and Timberlake. 


Their demonstration school re- 
volves around the theory that 
reading and spelling failures, roots 
of evil in education, are complete- 
ly unnecessary. In short, they have 
come up with a rather revolution- 
ary, organized system of phonetics 
which, as one sees in this film, is a 
big ball of fun. The children gain 
confidence with their consonants 
in kindergarten, then meet head- 
on with vowels in the first grade. 


| From the very beginning, their 


zest and absorption in the big 
game of learning is something to 
behold! 

The Children Play Themselves 


The film has been produced in 

a framework of wonderful primary 

colors. Without a trace of “arti- 

ness,” the children are presented 

_ working like little demons, laugh- 
| ing like little trout. They are to- 


This young reader is showing how 
the Phonovisual method works .. . 


tally unselfconscious, as is the na- 
tural, easy dialogue of the picture. 

At the same time, the film rec- 
ognizes that parents and academi- 
cians want to know —will it really 
work? Where else is it used? What 
equipment is necessary? 

Phonovisual methods are also 
used in colleges to teach English 
and to aid foreign students. Evi- 
dence shows that they help correct 
“reversals” (e.g. saw appears to be 
was). This film will be viewed by 
educators at all levels. It was made 
possible by a grant from the Old 
Dominion Foundation, written by 
Nick Read, directed by Irving 
Russinow and lensed by Glen 
Johnston. 


* * 


“Fuel to the Fire” Presents 
Background of Patent System 

. Helping people understand 
the workings of the patent system 
and its relation to our economy is 
the work of the Patent, Trademark 
and Copyright Foundation of the 
George Washington University. 
And so, to help get their message 
across to a keenly-interested citi- 
zenry, the Foundation has spon- 
sored a 27 1/2-minute color film, 
titled Fuel to the Fire. The pic- 
ture has a well-defined story line, 


WANTED 


Promotion writer for motion 
picture distributor. Direct mail 
experience very helpful. We’re 
looking for someone who _ is 
sales-minded and can hit hard. 
New York location. 


Write Box BS-61-7-A 
BUSINESS SCREEN MAGAZINE 


7064 Sheridan Rd. + Chicago 26, Ill. 
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KOSTER FILM 
FACILITIES, inc. 


1017 New Jersey Avenue, S. E. 
WASHINGTON, D. C. 
Phone: Lincoln 4-4410 


Complete Facilities 
For the Producer 


* Modern Laboratory 
* Spray Processing 


* Quality Controls 


* Negative-Positive-Reversal 
Color Duplicating 
Recording and Mixing 
Magnetic and Optical Sound 


* 
* 
* 
* Direct Electronic Sound Printing 
* Editorial Service 

* 


Sound Stage and Studio 


| the seed of an idea 


| Gabarini and Vincent Gerardo at | 


_ ergy Commission and the Weath- 


live actors and some fine scenes | 
shot in and near the nation’s cap- | 


ital. 
The leading character, Edward | 
John O'Dowd, is an inventor on 
the trail of a solution to the irri- 
tating problem of smog. Dowd has 
germinated 
from two previously unrelated 
thoughts. His own interest in his | 
invention (and that of his col- | 
leagues and the audience) grows 
until he is finally sent to Wash- | 
ington for a patent search. 
How An Idea Is Protected 
The Bureau of Patents which, | 


_ in 1961, granted the nation’s three | 


millionth patent, is a tremendous 
place where a fraction of an idea | 
might conceivably get lost. But 
this is not so — and Edward John 
O'Dowd, with the help of a patent | 
lawyer, finds what he is looking 
for. Meanwhile, those who watch 
his little drama unfold learn what | 
happens to an “inventively dif- 
ferent” idea in the long stretch 
between its conception and _ its 
birth. 

Oeveste Granducci wrote the | 
script for this Washington Video | 


| Productions’ picture. George F. 


Johnston directed, with Pete 


the cameras. Joe Riviere narrated 
when lip sync was not employed 
for actors Bob Rickman, Robert 
Prosky and Harry Bergman. 


Benefits of Our System 


Fuel to the Fire contains many 
obscure but extremely worthwhile | 
facts about the Bureau of Patents; 
it subtly points out that we Ameri- 
cans do enjoy a good life, made 
possible through the good ideas 
and confidence given to those who 
bring them into existence. Corpo- 
rate research and development 
people will especially welcome the | 
picture as will all concerned with | 
the legal and inventive aspects of | 
the subject. | 

| 


* * * 


_ USDA’s Film Helps Explain 
| Strontium-Free Milk Process 


.. . Although the Atomic En- | 


estimated that 
the atmosphere 


er Bureau have 
dread fallout in 


| this spring will be less than previ- | 


Our Own Custom Building to 
Provide All Services Under 
One Roof... 


Mert Time Pry Kosters 
SEND FOR BROCHURE 
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_ velopment of a new device by the 
Agricultural Research Service of 
the U.S. Department of Agricul- 
ture will bring welcome relief. The 
(CONCLUDED ON PAGE 51) 


ously anticipated, there is still | 
cause for concern over the pre- 
dicted levels of Strontium 90 in 
food and drink. The entire dairy 
industry — and every parent — 
is particularly worried about milk. 

To those concerned, the de- 


pe 


MOVIEMATIC AND DUOLITE MODELS 


— 


This Salesman 
Never Gets Tired 


He also has a flawless delivery, a 
photographic memory for sales fea- 
tures, and a continually cheerful 
disposition. 

In short, he’s a 16mm sound film 
that goes anywhere to tell your 
story perfectly through the use of a 
Moviematie or Duolite projector. 

Moviematic and Duolite models 
by Kalart/Victor are designed to 
show your films under the exact 
conditions you want. For example, 
the built-in screen permits the use 
of film in a person-to-person sales 


situation. And the repeater maga- 
zine—a Moviematic feature— 
eliminates rewinding and rethread- 
ing so your show can start at the 
flip of a switch. 

Projectors are available on a 
purchase, lease, or lease-to-pur- 
chase basis. Almost any arrange- 
ment can be made whether you 
need a single projector or a fleet. 
For complete information, includ- 
ing the name of your nearest deal- 
er, write to Victor Animatograph 
Corp., Dept. 6 


Moviematic and Duolite Projectors formerly made by TSI 
VICTOR ANIMATOGRAPH CORP., DIVISION OF KALART, PLAINVILLE, CONNECTICUT 
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QUALITY-BILT 
Film Shipping Cases 


¢ Best quality domestic fibre 
e Heavy steel corners for 
added protection 
¢ Durable 1” web straps 
e Large address card holder 
with positive retainer spring 
e Sizes from 400’ to 2000’ 
OTHER “QUALITY-BILT” ITEMS: 
Salon Print Shipping Cases 
Sound Slidefilm Shipping Cases 
(for Transcriptions & Filmstrips) | 
2” x 2” Glass Slide Cases 
Filmstrip Shipping Cases (hold up 
to 6 strips plus scripts) 


Write direct to 
manufacturer for catulog 


WM. SCHUESSLER | 


361 W. Superior St., Chicago 10, Ill. 


16MM SOUND PROJECTORS 


NEW AND USED 
FILM SUBJECTS — ACCESSORIES 


WRITE FOR FREE LISTS 


NATIONAL CINEMA SERVICE 
71 Dey St. © N.Y.C. 7, NY. 


AUDIO-VISUAL PROMOTION 


Graflex Visualizes 


the New “Galaxy” 


AKING A LeaF from its own 

book, Graflex, Inc., subsidiary 
of General Precision Equipment 
Corporation, Rochester, New 
York, has released a 15-minute 
color motion picture on its new 
16mm sound motion picture pro- 
jector, titled, The Galaxy 16mm 
Projector. 

Expertly produced by Holland- 
Wegman Productions of Buffalo, 
the film is something more than a 
projector demonstration. The 
scene is set by contrasting the tre- 
mendous strides made in aids 
available for classroom use. 

First scenes for Galaxy were 
lensed on location in a 19th cen- 
tury school building in Buffalo; 
the focus quickly shifts to a mod- 
ern classroom in which a_ school 
system’s audio-visual director con- 
ducts a training session to explain 
the operation of newly-acqiured 
Galaxy projectors. The film does 
present a complete description of 
the operational and design features 
of the Galaxy, along with a dem- 
onstration of its performance cap- 
abilities. 

Special attention is paid in the 
film to innovations in 16mm sound 
projection incorporated this 
equipment. The use of a recently- 
developed dichroic reflector lamp 
to reduce heat at the filmgate and 
produce at 250 watts the equiva- 
lent brightness of 750 or 1200 watt 
lamps is an exclusive feature of the 
Galaxy. Also emphasized in the 
film is the sound system, which 
uses a photo-transistor for audio 
pickup to eliminate microphony 
and to reduce internal amplifier 
noises common in conventional 
photo cell pickups. 

During this demonstration, the 
camera cuts to scenes chosen to il- 
lustrate the sharpness and steadi- 
ness of the projected image; the 
fidelity and range of Galaxy sound. 


Instructional value is combined with selling in the Galaxy film production. 


Holland-Wegman technicians made 
a visual explanation of reverse op- 
eration by running their cameras in 
reverse. 

The result is a sequence showing 
the normal action of the scene until 
the Galaxy reverse control is acti- 


vated at which time the projector 
drive changes direction and the 
scene is shown in reverse. 

The film will be distributed to 
district sales managers and deal- 
ers for use in presenting the Gra- 
flex Galaxy to prospects. Lae 


Film Saga of “The Good Ship Hope” 


Most APPEALING new film, 

The Good Ship Hope, was 
unveiled last month at a preview 
showing in the Time-Life Building, 
New York. The film, produced by 
Chet Hagen of NBC-TV for Pro- 
ject Hope, was telecast on the 
NBC network on November 28. 
It is concerned with the inspiring 
work of the People-to-People 
Health Foundation, and the hos- 
pital ship, Hope, which has spent 
the past year on its first education- 
al mission of mercy in Southeast 
Asia. 

Hosts at the preview showing 
were C. D. Jackson, publisher of 
Lire Magazine; Ralph Bellamy, 
who plays a leading part in the 
film; and Joan Fontaine, who has 
taken an active working role in 
Project Hope. 


TELIC, INC. @ FILM CENTER 8 630 NINTH AVENUE, NEW YORK 36, N.Y. 


ELWOOD SIEGEL, President 4 Executive Director 
EOWARDO F. BOUGHTON. Vice President 4 Executive Producer 


The film, sensitively photo- 
graphed by Dexter Alley and nar- 
rated by Mr. Bellamy, carries us 
to the village cities of South Viet 
Nam to see field teams of doctors 
and nurses going about their im- 
portant work. One bright, 14-year- 
old boy, Ta Van Tu, appears from 
time to time throughout the film, 
providing appealing continuity. 

“His eyes didn’t work together,” 
Bellamy explained. He was also 
born with two thumbs on his left 
hand. In the film, we watch him 
come on the ship, receive surgical 
treatment, and go on to complete 
recovery with “straight eyes.” 

As he waves good-bye to “Mr. 
Ralph” and the Good Ship Hope’s 
crew he becomes a symbol of the 
aim and meaning of Project 
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Kern Moyse, a Film Industry | 
Leader, Is a Heart Victim at 65 | 
xe A good friend of this publica- 
tion and a tireless worker in 


causes on behalf of the factual 


film industry through the years, 
Kern Moyse, former president of 
Peerless Film Processing Corp. 
was a heart victim at 65 last 


month. 

A resident of Old Lyme, Conn. 
tile mr.| IN THE ORIGINAL FACILITIES DESIGNED BY THIS MANUFACTURER 
Moyse was stricken with a fatal 
heart attack while vacationing at 
Las Palmas, Cran Canaria in the 
Canary Islands. 

One of the founders of the As- 
sociation of Cinema Laboratories, 
Kern Moyse served as chairman 
of the Membership and Admis- 


Ansco Professional Color Motion 
Picture Films and Duplicates 


All Ansco Color Motion Picture Fiims 


8 and l6mm Pre-Striped Ansco 
Color and Black and White 


Films Processed 


. the late Kern Moyse 


sions committee of that organiza- 
tion since its inception. He was a 
director for several years and, for 
the past three years, was its treas- 
urer. He was also a founder of the 
Motion Picture Industry Group of 
the National Association of Credit 
Management, serving as a mem- 
ber of its executive council for 
several yeas, as vice-chairman for 
two years and as its chairman for 
the same period. 

In his service career, Kern 
Moyse was treasurer of the New 
York Film Council (and one of its 
ardent fund-raisers) and also 
served as chairman of the Insur- 
ance Committee for the Radio and 
Television Executives Society. He 
was a member of the SMPTE and 
of the Motion Picture Pioneers 
group in New York as well as a 
number of other organizations con- 
(CONCLUDED ON NEXT PAGE) 


Duplicates Made From Your 
Original Kodachrome Films and 
Sound Tracks Processed Prior to 1955 


8 Hour ’Round The Clock Service 
(In at 8 am.—Out at 4 p.m.) 


aay 


FILM SERVICES 


OF MICHIGADR 
224 ABBOTT ROAD «+ EAST LANSING, MICHIGA 


PROFESSIONAL 


TITLE Typographers 


| OF THE MIDWEST 
145 West 45th St., New York, N.Y. 
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At CFI the same talent and technology that have gone into 
40 years of processing major motion picture films goes 

into your filmstrip. The same consistent excellence that only 
precision equipment can produce. The same accurate 
chemical control. The same 100% inspection. What does 
this mean to you? The craftsmanship you put into the 
original concept and execution reaches the screen. 

The impact you put in... CFI brings out. 


CFi’s COMPLETE 35MM FILMSTRIP FACILITIES: 
* Masters in color and black-and-white 
* Superimposures Art work Titles 


* Direct photography of products or inserts 


For complete information and prices, write: 


CONSOLIDATED FILM INDUSTRIES 959 SEWARD ST... HOLLYWOOD 38, CALIFORNIA 


HOLLYWOOD 2-0881 + HOLLYWOOD 9-1441 


(CONTINUED FROM PAGE 25) 
cerned with industrial, educational 
and biological films. 

Serving his country in two 
World Wars, he was an infantry 
machine gun officer in World War 
I, following his graduation from 
Harvard, and again took an active 
role with four years of military 
service during World War II. 

Surviving are his widow, Ruby, 
his mother, Mrs. Edward Moyse 
of Manhassett, L. I., his step-son, 
John W. Saunders, and three 
grandchildren, all of Grassy Hill 
Road, Old Lyme, Conn. His genial 
presence and helping hand will be 
missed by the many thousands of 
audio-visual people with whom he 
worked and served throughout his 
many years of work in this indus- 
try. 

San Francisco’s Ad Club Sees 
“The Latest Look in Films” 
vy San Francisco admen saw and 
heard The Latest Look in Films 
at the December meeting of the 
Golden Gate city’s Advertising 
Club as Thomas H. Fraser, presi- 
dent of Fraser Productions of that 
city made the eye-ear presentation. 

A former producer-director with 
CBS-Television at Los Angeles, 
Fraser discussed recent creative 
and technical developments in mo- 
tion pictures for business and in- 
dustry. Examples of training, sales 
promotion, public relations and 
corporate recruiting films were 
shown the ad executives during 
the presentation. 


* * * 


National Council to Present 
Award to Best Jewish Film 

The National Council on Jew- 
ish Audio-Visual Materials will 
present a special award to the out- 
standing film and filmstrip deal- 
ing with Jewish subject matter, 
released in 1961, it was announced 
by Dr. Samuel D. Freeman, chair- 
man of the National Board of Re- 
view of the NCJAVM. The awards 
will be made at the 12th Annual 
Meeting and Workshop of the 
Council in May, 1962. 

The National Council on Jew- 
ish Audio-Visual Material is spon- 
sored by the American Associa- 
tion for Jewish Education and is 
a coordinating body of 41 nation- 
al and local Jewish organizations 
active in the field of education 
and culture. Their program con- 
sists of evaluation of audio-visual 
materials of Jewish interest, dis- 


semination of information about 


these media, and stimulation of in- 
terest, in the utilization of such 
materials in Jewish schools, clubs, 
synagogues and organizations. 
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HE YEAR THAT BEGAN with this 
month’s advertise r-oriented 
workshop on “How to Get Maxi- 
mum Results From Your Business 
Films,” co-sponsored by the Film 
Producers Association of New 
York and the Association of Na- 
tional Advertisers, holds rich pro- 
mise for those who make, use and 
distribute communication media. 
As Willis H. Pratt, Chairman of 
the ANA Audio-Visual Liaison 
Sub-Committee, presided over 
these sessions, panelists and speak- 
ers presented case histories of their 
successful use of the film medium. 
Robert Bergmann, of Filmex, Inc., 
was the FPA’s spokesman in plan- 
ning these arrangements. 
Tubby Is Luncheon Speaker 


The challenge laid down by the 
U.S. Department of Commerce 
(see page eight) was echoed at 
this January 17th day-long meeting 
when Roger W. Tubby, Assistant 
Secretary of State for Public Af- 
fairs, addressed the luncheon gath- 
ering. A principal advisor to Dean 
Rusk in the field of public infor- 
mation, Mr. Tubby cited ways and 
means through which “Industry 
Communications Programs Can 
Aid American Foreign Policy.” 

Distribution of sponsored films, 
the “pay-off” in audience results 
for pictures destined to reach both 
general and special audiences, was 
the subject of another key program 
event. On the panel were leading 
representatives of both sponsor 
and user groups as Frank Arling- 
haus, President of Modern Talking 


Roger W. Tubby, Assistant Secretary 
of State for Public Affairs 
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Film Producers and National Advertisers Hold N.Y. Workshop 


Eventful Year for Audio-Visual Media 
as New Techniques Challenge Sponsors 


Picture Service, Inc. and J.R. 
Bingham, President of Association 
Films, Inc. joined George J. Dor- 
man of the United States Steel Cor- 
poration; John Flory, Advisor, 
Non-Theatrical Films, Eastman 
Kodak Company and Ott Coelln, 
Publisher of BUSINESS SCREEN, in 
responding to audience questions, 
covering such points as “plusses to 
be derived from theatrical and tele- 
vision distribution at home and 
abroad.” 


ANA Reports on Budgeting 

A new ANA report on the bud- 
geting of film productions was 
jointly presented by Alden H. Liv- 
ingston, of E.I. DuPont deNe- 
mours & Company, for the Adver- 
tisers’ Association, and Peter J. 
Mooney, of Audio Productions, 
Inc., representing the Film Pro- 
ducers Association. 

Coordinator of the program, 
which might well be emulated in 
other areas of the U.S. through 
later months of the year (with 
great benefit to prospective spon- 
sors), was Wallace A. Ross, public 
relations consultant to the FPA. 

* * 
Industry Mourns Death of 


W.-M. Bastable in Chicago 


We report with deepest regret 
and with heart-felt sympathy to 
his bereaved family, the death in 
Chicago on January 11 of W. M. 
Bastable, Midwestern Manager of 
Sterling-Movies, USA. A_ former 
president of the Industrial Audio- 
Visual Association, which he 
helped to found while audio-visual 
director at the International Harv- 
ester Company, Bill later joined 
Swift & Company to head that 
company’s film program. yy 

“Question 7,” Sponsored by 
Lutherans, Now in Theaters 


Not with the greatness that 
marked Martin Luther but a truly 
noteworthy film drama from the 
same company and by the same 
sponsor is Question 7, currently 
showing theater screens 
throughout the country. 

Louis de Rochemont Associates’ 
Lothar Wolff and Stuart Rosen- 
berg turned out this drama of the 
Church v.s. the godlessness of 
Communism for the Lutheran Film 
Associates. 


DETROIT HONORS A FILM PIONEER 


In a recent ceremony at Detroit’s City-County Building, 
Mayor Louis C. Miriani honored The Jam Handy Organizo- 
tion and its founder, Jamison Handy, on 50th Anniversary. 


HE LIFETIME of devoted and inventive service which 
he has given to the art and science of idea communi- 
cation began for Jamison Handy in 1911 when a young 
newspaper editor chose to begin life anew and turned to 
the then unmarked and scarcely-known field of “visual 
education.” In the closing weeks of 1961, the Mayor and 
City of Detroit, where The Jam Handy Organization 
makes its headquarters, honored this film pioneer and 
the 500 members of his company for “outstanding con- 
tributions to the communications industry” and declared 
a city-wide “Jam Handy Day” while presenting Mr. 
Handy with a symbolic gold “Key to the City” on this 
50th Anniversary occasion. 


The man who set out to do something about “improv- 
ing things at retail” and “making them understand” 
played a tremendous role in helping make America’s 
mass production system work. Jam Handy films assisted 
in bringing to the eyes of service people, salesmen and 
customers the first self-starters in cars, electric pumps 
on the farms, automatic cash registers, adding machines 
and coin-box telephones. 

Jam Handy begins a second half-century with a world 
view of the techniques and the tools that have proven so 
useful in the U.S. Recent films have been translated in 
dozens of tongues. A request from the ministry of educa- 
tion in Thailand sent Jam Handy teaching filmstrips into 
the bamboo schoolrooms of the Asiatic hinterland. 

The man who made something more of the film medi- 
um than fiction and fantasy looks beyond to new cre- 
ative and technical innovations which can bring under- 
standing to the millions throughout a world that has need 
for “light” as well as substance. A Jam Handy “wrap- 
around” theater that was visited by enthusiastic throngs 
at last year’s International Agricultural Fair in India was 
symbolic of his faith in the advantages of showing the 
world “by talking to the eyes.” —OHC 
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“Venture Into Public Service That Comes Off Splendidly . . .” 


Press Salutes “The Michigan Story” 


Michigan Consolidated Gas Company Sponsors 28-Minute Picture to Show 


How State Has Met Economic Crises, Emerged Stronger Through the Years 


NE OF THE MOST UNUSUAL industrially 

produced films ever made . . . it makes 

no effort to sell a product and only 
mentions the company’s name once in the 
introduction is getting wide circulation 
and acclaim in Michigan. 

Titled The Michigan Story, it was made for 
the Michigan Consolidated Gas Company by 
The Jam Handy Organization, in collabora- 
tion with the utility's photographic and public 
information staff. 

Theme of the film is Michigan's ability to 
survive one economic setback after another 
and always emerge more prosperous than 
before. In a series of flash-backs, it traces 
300 years of the state’s economic history and 
growth from the first fur traders to the present. 


Newspaper Editorials Praise Sponsor 


The Michigan Story is such a departure from 
the normal industrial film that newspapers 
across the state have reviewed it and were 
lavish with their editorial praise. Said the 
Detroit FREE PRESS on its editorial page 
under the headline “Michigan Plays the Lead”: 

“For any whose faith in Michigan needs 
restoring we recommend a 28-minute color 
film called The Michigan Story. \t was pro- 
duced during the past summer by the Michigan 
Consolidated Gas Company It can do 
Michigan a tremendous good wherever it 
appears on a screen and Michigan Consolidated 
is entitled to the gratitude of everyone who has 
the state’s interest at heart. It is a venture 
into public service that comes off splendidly.” 

The ANN ArsBor News editorialized with 
“Helping to Sell Michigan” and stated: “Michi- 


Today's dynamic growth in state is lensed through 
scenes of modern urban building in Michigan 


Filming a pioneer sequence for “The Michigan 
Story” as flash-back retells history. 


gan Consolidated Gas Company is doing its 
part by preparing and presenting a new film, 
The Michigan Story, which will be shown to 
audiences in this and other states.” 

Under the headline “Selling Michigan,” on 
Oct. 20, the TRAVERSE CiTy RECORD-EAGLE 
stated: . . . “This is a picture which all Michi- 
gan clubs and other organizations should se- 
cure, for after one sees it, any faltering faith 
in Michigan is promptly restored. . . . It is to 
be hoped that the Michigan Consolidated Gas 
Company gets a wide showing of this film 
outside Michigan for it will do much to combat 
the unpleasant publicity the state has received 
in the past few years.” 

A lead editorial in the MUSKEGON CHRONI- 
CLE entitled “The Michigan Story” com- 
mented: “The Michigan Story, produced by 
Michigan Consolidated Gas Company, is a 
worthy addition to the information features 
that are available about this state... 


Portrays State’s “Vitality, Variety” 


“Here in the first color film of its kind is 
an up-to-date portrayal of the vitality and 
variety, in resources and economic growth, to 
be found in Michigan. Those who see The 
Michigan Story will come away with a mes- 
sage.” 

Ralph T. McElvenny, president of Michigan 
Consolidated, explained that his company 
“wanted to make a film which tells the truth 
about Michigan . . . how well we are coming 
out of the post-war adjustment period.” 

He pointed out that as the state’s oldest 
utility, Michigan Consolidated feels an obliga- 
tion to help allay the fears for Michigan’s 
future. 


“If history is our best teacher, then we | 
should look back and see how our state and 


its economy have weathered dozens of set- 
backs. There have always been enough dedi- 
cated people who, using their own ingenuity 
and Michigan’s many and varied resources, 
have kept our state among the most productive 
(CONCLUDED PAGE 


FIFTY-FIVE) | 


“Drive Defensively PIs 
Moral of Safety Picture 


Sponsor: American Telephone & Telegraph 

Company. 

TITLE: Anatomy of an Accident. 28/2 minutes, 
color produced by Jerry Fairbanks Produc- 
tions of California. 
* 

As a public service film, Anatomy of an 
Accident, makes a dramatic plea to motorists 
to observe defensive driving procedures. It 
makes this point by telling the tragic story of 
one family after disaster strikes them on the 
highway. Starring are David Wayne, Phyllis 
Avery, and Rickey Kelman. 

Bell System companies throughout the land, 
with thousands of men and women behind 
the wheel as part of their daily duties, are alert 
to the need for constant safety education, and 
strong, emotional reminders. Anatomy of An 
Accident is that kind of memorable picture 
and will be useful to many other similar groups. 

The story is told with adroit use of “flash 
backs.” When the picture opens, Wayne re- 
turning home in a dazed condition, finds his 
wife selling their household goods. He tries to 
stop the sale but no one pays any attention 
to him. Then he realizes why they don’t know 
he is there; he is dead. 

Another scene of happier times shows 
Wayne and his little family preparing for a 
week-end trip. Not only is he a careful driver, 
he also teaches defensive driving. Unfortun- 
ately, he permits himself to be so irritated by 
another driver that he takes a chance and his 
car is struck by a truck. 

Wayne is killed in one of the most realistic 
smash-ups ever filmed. His son lies in a coma 
for weeks. Wayne “comes back” to try to atone 
but it is too late. He realizes that safe driving 
is necessary all the time and not part of the 
time to be really effective. ig 


David Wayne prepares a safe driving chart for 
telephone company’s “defensive driving” class. 
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Preview Notes on Glass 


Sponsor: Glass Container Manufacturers In- 
stitute. 


TiTLe: Sealed in Glass, 27 min., color, pro- 
duced by Cullen Associates. 


ve Man’s age-old quest for an ideal container 
is the theme of this beautiful new film. And the 
answer to be found, of course, is in glass— 
glass as thin and fragile as a soap bubble, or 
strong enough to stop bullets and build sky- 
scrapers. 

Among the many original pieces exquisitely 
displayed in the film are examples of Egyptian 
glass objects more than 3,000 years old. Other 
glass objects from later times include free- 
blown containers, American historical flasks, 
the original Mason jars, and a variety of early 
jars and bottles of almost infinite size, shape 
and color. 

In addition to showing representative ob- 
jects resulting from man’s continued efforts to 
find better containment, the processes by which 
these objects were made are also depicted. By 


Peering through a hollow metal rod, man dis- 
covered blowpipe method of making glass . . . 


concentrating on close-up photography, the 
sand-core, blowpipe and mold methods for 
making glass containers are shown. Each meth- 
od is thoroughly enacted so that we can under- 
stand the great technique required of the early 
glassmaker. 

From pioneer work in making glass con- 
tainers, the camera dramatically focuses on ‘to- 
day’s modern methods of mass production. 

‘Beginning with the invention by Michael 
Owens of the first fully-automatic bottle-mak- 
ing machine in 1903 (the original footage of 
which is included in the film) the art of mak- 
ing glass containers was changed into a great 
industry. In the modern glass container plant, 
22 billion new containers are produced an- 
nually, and the care required of the individual 
glassmaker years ago is still evident in today’s 
gigantic plants. 

Sealed in Glass graphically makes its point 
that in the search for ideal containment, man 
(CONCLUDED ON BACK PAGE FIFTY-SIX) 
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Film As a Trade Association Medium 


Equal Member Consideration, Genuine Public Appeal Are Among Key Factors 


by John J. Mullin* 


ECAUSE OF THE VERY NATURE Of a trade 
association, the problems involved in 
producing a motion picture for one are 

immediately increased. Trade associations— 
at least.the major ones—usually represent all 
or most of the companies involved in a single 
or allied industry. Each “member company” 
has an active interest in the projects its asso- 
ciation undertakes because such projects re- 
flect on him as a member of that industry. Also, 
through the payment of dues, member firms 
provide the funds to carry out the activities of 
the association. 

When an association undertakes a project 
such as a film or an advertising campaign, it 
is with the view toward educating a mass audi- 
ence to an entire industry rather than the p:od- 
ucts of a particular company. However, every 
advertising or public information program must 
be inclusive enough to represent the individual 
elements comprising the whole association. In 
a very real sense the smallest member of an 
association can expect the same conside-zation 
as the larger members. 

The Glass Container Manufacturers _Insti- 


Largest end-use category for glass containers is 
food, dccounting for over 40% of the domestic 
total. Scene in “Sealed in Glass.” 


tute (GCMI) has a combined membership of 
thirty-five glass container manufacturers repre- 
senting over ninety percent of the domestic 
productive capacity; six closure manufacturers; 
and twenty-one supply and allied manufactur- 
ers. Many of these companies maintain their 
own advertising and publicity departments that 
are fully capable of, and qualified to, evaluate 
the creative efforts of their association. 


Objectives of the Institute’s Picture 


When GCMI—one of the largest associa- 
tions—decided to make a new film there were 
definite objectives in mind: to make a film en- 
compassing the products of an entire industry 
while not by-passing products of individual 
companies; to make a film that would measure 
up to the high standards of promotion done 
by its members; and to make a film to sell glass 
containers but not to make it so commercial 
that important markets such as schools, clubs 
and TV would be lost. 

In one sense association advertising is less 
likely to fall victim of over-commercialism 
since such advertising must be “generic.” The 
need to have trade marks showing or the name 
of the product in constant view is nonexistent. 


“Theory of Containment” Best Concept 


After considering several approaches to the 
film, the one submitted by Cullen Associates 
based on the “theory of containment” was 
judged the most suitable. The simple concept 
was based on the idea that man has always 
needed to contain the products he used, and 
that through centuries of experimentation he 
found glass to be an ideal container. 

The historical aspect of the concept seemed 
a natural one since glass is known to be man’s 
oldest packaging material. Glass containers for 
wines and perfumes were made by the Egyp- 
tians more than 3500 years ago. It also reduced 
the commerciality of a straight glass container 
packaging film. 

With the idea for the picture agreed upon, 


* Mr. Mullin served as Assistant Director of Public 
Information at the Institute during this production, 
He is now an executive in a N.Y. public relations firm. 
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FILM AND THE TRADE ASSOCIATION: 


a treatment was prepared by the Cullen office 
expanding the theory of containment in rela- 
tion to glass. To introduce the idea, an element 
of nature in its free state—uncontained and 
without fixed boundaries—was chosen. Water 
became the agent and its containment in a 
clean, transparent, sturdy, reusable glass con- 
tainer served to introduce Sealed In Glass, 
GCMI's 27-minute Eastman color film. 

Cullen Associates was selected to make the 
picture because this producer was able to 
come up with the most satisfying concept for 
the film. Equally important, Cullen was able 
to offer talent of wide diversification from 
many sources. 

The Film Required Several Basic Techniques 

GCMI felt this was important because as 
the script developed it became evident that 
more than one film technique would be re- 
quired. Part of the film required animation 
and close-up studio work photographing glass 
containers which is painstaking work; other 
scenes had to be shot in a giant glass con- 
tainer plant where great areas had to be 
lighted and shot from many angles and - dis- 
tances. In all, three cameramen—each known 
for a particular style—were assigned to the 
film. 

From the theory of containment to the prac- 
tice of making glass containers the way the 
Egyptians did thousands of years ago pre- 
sented a major problem. If the theory of con- 
tainment was to be fully developed we felt that 
an accurate re-creation of the manufacturing 
processes for making glass containers through 
the centuries was called for. 

From earliest times to the present, four 
methods for making glass containers have been 
used: the sandcore, the blowpipe, simple 
molds, and the fully automatic bottle-making 
machines. So far as we knew no one still prac- 


ticed the sand-core method which was labori- | 


ous. However, the two retired Steuben glass 
blowers who performed the blowpipe and mold 
methods on the screen were able 
initial difficulty—to imitate 
method. 
Simple Costumes Avoid Dating and Expense 
Each method is thoroughly enacted on the 
screen and photographed in tight close-ups. 
The glass blowers were dressed in plain gar- 
ments in an attempt to give them a certain 
timelessness. Although specific dates are re- 
ferred to in the film, we thought it would be a 
mistake to attempt to costume the men in au- 
thentic clothing. Unless a Hollywood-style 
budget is available for both sets and costumes, 
historical vignettes on a smaller scale 
emerge more hysterical than historical. 
With the help and cooperation of institutions 
such as The Brooklyn Museum, Metropolitan 
Museum of Art, and The Corning Museum of 
Glass, historical accuracy was achieved by the 
loan of props from significant dates in glass- 
making history. : 
Although the historical re-creation adds a 
fascinating touch to the film, GCMI member 
companies do not make today’s glass contain- 
ers by ancient methods, nor do they sell re- 
productions of Egyptian vases. Today's glass 
(PLEASE TURN TO CLOSING PAGE FIFTY-SIXx) 


after some 
this ancient 


often 


30 


A SIGNIFICANT TECHNICOLOR FILM ON AMERICAN INDUSTRY'S ROLE 
IN HELPING THIS LAND TO ACHIEVE A BRIGHTER ECONOMIC FUTURE 


Sponsor: The Ohio Oil Company. 


TitLe: Libya Ahead, 28 min., Technicolor 
produced by Wilding, Inc. 


IDWAY BETWEEN GIBRALTAR AND SUEZ 
M on Africa’s northern shore, Libya 
stands at the crossroads of ancient and 

modern worlds. A large nation, nearly double 
the size of England, France and Italy combined, 
Libya was the site of prosperous civilizations 
established by Greece and Rome. The ruins 


of Sabratha, Cyrene and Appolonia still speak 
with classic beauty of the ancient greatness of 
the land. 

Today, Libya draws her principal sustenance 
from the soil. Citrus fruits are an important 
crop; dates a staple food. Water, even near the 
coastline, is precious. From fields intensively 
tilled and irrigated, the people carry their pro- 
duce to market in nearby towns. Cattle, sheep, 
goats, donkeys and camels are negotiable 
wealth and a source of food, clothing, work 
and transportation. On the broad level fields 


Camel caravans still move across the desert, as they have for untold centuries, hauling supplies out 
to isolated villages far away in the vastness of the Libyan interior. (Scene in film “Libya Ahead”) 
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of Cyrenaica, agriculture on a large scale, in- 
creasingly mechanized, yields a valuable har- 
vest of wheat and other grains. 


Two Worlds Meet in Tripoli’s Harbor 


On Libya fell the heaviest destruction of the 
North African campaigns waged by Rommel 
and Montgomery. Benghazi, still showing the 
scars of a thousand air raids, is the capital 
city of Cyrenaica and the alternate meeting 
site of the Libyan parliament. Tripoli, princi- 
pal city of Tripolitania, is Libya’s western 
capital and its shining, luminous structures re- 
flect the brilliance of the Mediterranean sun. 
The dock facilities of Tripoli’s harbor are the 
meeting place of two worlds. For Libya has 
emerged as one of the new oil-producing na- 
tions and Tripoli’s harbor has become a main 
debarkation point for petroleum equipment 
and material, an important center on a new 
trade route. 

With these opening scenes, the main theme 
of a thought-provoking new film illuminates the 
role being played by Western capital in devel- 
oping the resources of lands abroad. The cost- 
ly and long-fruitless search for oil beneath 
Libya’s desert sands was undertaken as the 
joint venture of the Oasis Oil Company of 
Libya, Inc., in which the Ohio Oil Company, 
sponsor of a new 28-minute Technicolor mo- 
tion picture titled Libya Ahead, was one of 
the associates. Wilding, Inc. was the producer. 
Wilding staffer John Davenport wrote the 
script and Charles Beeland served as director- 
cameraman. 


Discovery Holds Rich Promise for Libya 


Libya Ahead was well along in production 
before oil in proven quantities was uncovered. 
The discovery holds rich promise for the na- 
tion’s future for now this enormous expenditure 
of capital, manpower and technical skill by 
Ohio Oil and its associates brings new funds 
for the expansion of education, medical fa- 
cilities, agricultural development. Thus, the 
film holds real meaning for the film’s two-fold 
audience: to show American viewers the coun- 
try in which they have invested and, via an 
Arabic version, to show the people of Libya 
and other lands to the East, their own story, 
and the economic significance of Western aid 
in development of their resources. 

M.S. Hauser, manager of The Ohio Oil 
Company’s Public Relations Division, notes: 

“Primarily we produced the film to give Am- 
erican audiences a better understanding of 
Libya . . . what the country is like, what its 
people are like and to point up the progress 
they are making in establishing their nation. 


Will Give Libyans View of Their Land 


“For Libyan audiences, we hope that the 
film will give them a better view of their own 
country (many Libyans have not traveled ex- 
tensively in Libya), the oil industry and the 
economic significance it can have for Libya. 
The film underlines some of the problems that 
American industry has in helping a country to 
develop its natural resources. 

“Since much of the film concerns Libya, its 
historic landmarks and places of beauty, we 
hope that the film will stimulate an interest in 
the country among American audiences. Libya 
is interested in developing tourism as one of 
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At right: Oasis Oil Company 
Medical Director, Dr. Edmondson 
and his Libyan assistant, 

Kaliffa Zentanna, examine the 
injured arm of a Libyan 

laborer in the medical trailer 

at the desert warehouse of 
Concession 32. Oasis Oil 

is a joint venture of 

The Ohio Oil Company, 
Amerada Petroleum Corporation, 


and the Continental Oil Company. 


Five times a day, the voice of Islam is heard from 
this mosque, one of many in Tripoli, calling the 
people of the Koran to prayer. . . 


“Education is the foundation stone of Libyan progress, 


its sources of revenue and we hope that our 
film will generate interest in this country.” 


Both Governments Aided in Production 

Many hands helped clear the way for pro- 
ducticn of Libya Ahead, authenticating _ its 
depth of information and assisting the camera 
crews. Libya’s Ministry of Information and 
Guidance and the Embassy of the United 
Kingdom of Libya to the United States as well 
as the Libyan Petroleum Commission and the 
Tourist Department, the Federal Customs and 
the Federal Police were principal “partners” in 
the production as well as the United States In- 
formation Service and members of the United 
States Operations Mission in Libya. 

USIA has requested prints with Arabic nar- 
ration for its showings and the sponsor has also 
been asked to make the film available for the 
Tripoli International Fair. Public release in 
the United States is anticipated “during the 
first quarter of 1962”. The picture is timely 
and should be widely shown. a 


“ 


the film notes. Pupils in Sebha’s first grade 


classroom look to their teacher, Salaim Zarrugs, for inspiration and guidance in this new era. 
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UNSEEN 


A DuPont Farm Picture Shows How New Agricultural 


Sponsor: E. |. DuPont de Nemours & Co. 
TitLe: The Unseen Harvesters, 25 min., color, 
produced by MPO Productions, Inc. 
* * 

n infinite variety and form, plants suppo:t 
| all life on earth. In the growing cells of the 

leaf the energy of the sun transforms the 
simple chemicals of the earth and air continu- 
ously into the complicated chemicals needed 
for life and growth — vitamins, fats, carbo- 
hydrates and proteins. 

But to obtain these nutrients man_ has 
waged constant war against his competitors 
since the beginning of time. 10,000 species of 
insects in the United States alone must be 
ranked as public enemies — taking an enor- 
mous toll of usable food and fiber. Diseases 
can take a whole crop — often in a few days 
— diseases such as wheat smut, apple scab 
and tomato blight are as hungry as_ insects. 
Weeds try to monopolize the soil’s supply of 
water and food — take a mammoth bite out 
of our agricultural resources. 


diseases 
as hungry 


as insects 


can take a 
whole crop 
within a 
few days 


Guarding our rich harvests, such as this Western orchard may bring, is the mission 
of agricultural research scientists who constantly search for new chemicals . . . 


Experiments with 12402 were continued for five years, cost DuPont over $2¥2 million and con- 


sumed 97 man-years of labor before the new chemical was ready for government tests. Plants May Guard Themselves 


These are the premises set up so strikingly in 
the first few minutes of DuPont’s new motion 


a, picture on agricultural chemicals. The film 

shows that some plants, themselves, develop 
ot their own chemical fungicides and insecticides. 
_ The giant redwood trees of California inhibit 


fungi that destroy other seeds; lettuce seeds 
mixed with celery seeds somehow prevent the 
celery from sprouting; geranium produces its 
own insecticide to kill Japanese bettles. 

But the nature of all killers of insect ene- 


Here was a new way for farmers to control weeds 
— but would crops take up any of the chemicals? 
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Chemicals Are Being Developed to Protect Our Rich Harvests 


mies, disease or weeds, is that they might be 
dangerous to other life if their development, 
production and use are not carefully controlled. 
Developing just one safe and useful chemical 
is a lengthy, painstaking and expensive task. 
Case History of One Chemical 
The Unseen Harvesters takes as a valid case 
A history one agricultural chemical which it calls 
compound 12402 — a weed killer — and goes 
on to tell all the ins and outs involved in its 
development. Seven scientists — chemists, toxi- 
cologists, biologist and pharmacologist — take 
over the film personally and tell the parts they 
played in the long trial and error development 
of 12402. 

Early in the game, the 12402 compound, 
which was experimentally synthesized shortly 
after the war, was found to knock out — per- 
manently — almost every kind of plant, in- 
cluding the toughest weeds, on which it was 
sprayed. Since DuPont assumes every new 
ciemical to be hazardous until proved other- 
wise, it must be thoroughly tested. 12402 was 
found to be just about as safe as table salt. 


Penetrates Only the Top Soil 

Other tests showed that 12402 only penc- 
trated a shallow top layer of the soil in spray- 
ing operations, leaving more deeply planted 
seed unaffected. Nationwide field tests proved 
that 12402 was very useful in preventing weeds 
in asparagus and cotton crops, among others. 
Hawaiian sugar cane and pineapple were other 
- areas of immediate promise. 
’ Here was a new way for farmers to control 
weeds — but would crops take up any of the 


NUMBER 8 * VOLUME 22 


chemical? Would it get in food? Would it be 
harmful? In a long and thorough report com- 
piled after experimentation with many genera- 
tions of rats at the University of Rochester, sci- 
entists determined that 12402 was completely 
safe — even if eaten in typical amounts that 
might be encountered by a man over several 
lifetimes. 


Five Long Years of Research 


By this time DuPont had spent five years 
on 12402 —$2,560,000 and 97 man-years of 
work had been expended. After this, the new 
chemical must go before the scientists of the 
United States Department of Agriculture and 
the Food and Drug Administration in Wash- 
ington. These men perform exhaustive tests on 
agricultural chemicals. On the question of 
safety, for example, the F.D.A. report on 
12402 represented two years work by 13 pro- 
fessional people whose final statement added 
up to 314 pages of precise medical information. 

The full report of the Washington agencies 
adds up to show that 12402 is a useful chemical 
that can be applied with no hazard to public 
health. 

Many Hands Working Together... 

As the harvest goes to market, the film con- 
cludes, the wonders of plants and the science 
of man reach a final fulfillment, representing 
the combined efforts of farmers and chemists, 
fieldmen and toxicologists, county agents and 
biologists, and chemical engineers. 

The Unseen Harvesters was directed and 
photographed by Larry Madison for MPO and 
is being distributed by the sponsor. a 


Large acreages could then be protected by low-flying crop dusters equipped with sizeable quanti- 
ties of 12402 to insure thorough coverage of precious crops at critical periods of growth. 


Wheat is bountifully harvested from protect- 
ed fields . . . food to feed hungry millions 
who depend on our abundant grains . . . an 
abundance assured by the work of science. 


There is food enough for hungry city-dwellers 
whose populations continue to soar while 
farm output fortunately keeps pace 
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A museum of pioneer telephone equipment is featured in this scene as old Walt Jensen cleans up | 


his office, while grandson Peter waits out the film’s climax — cut-over time in “The Independent.” 


Proud to Be Called “The Independent” 


The Dramatic Story of One of the Nation’s 3,200 Independent Telephone Companies | 


Sponsor: The U. S. Independent Telephone 
Association. 

TitLe: The Independent, 28 min., color, pro- 
duced by Parthenon Pictures (Hollywood). 


The 11 million American families and bus- 
iness organizations served by the 3,200 in- 
dependent telephone companies throughout 
the nation are well aware of the high stand- 
ards of service modern installations and “good 
neighbor” philosophy which typify the aver- 
age “independent” and makes him a formid- 
able competitor. But of this “competition” the 
subscriber knows little and cares less. It is 
a tribute to the American free enterprise sys- 
tem that any telephone user on the continent 
can pick up his phone, put in his call and 
get his party on Main Street, Fifth Avenue, 
Sunset Boulevard or even in the Kremlin. 

Independent telephone companies operate 
10,700 exchanges with their 100,000 em- 
ployees. They serve Hawaii, Alaska, Puerto 
Rico and British Columbia. They also serve 
five state capitals and cities like Rochester, 
Ft. Wayne, and Santa Monica-West Los An- 
geles in California. All are integrated with 
the worldwide network of long-distance lines, 
microwaves and cables. Against this backdrop 
of reality, audiences are being introduced to 
The Independent, in a 28-minute color film. 

Designed to Be Used by Local Companies 

Parthenon Pictures produced this film for 
the 800 members of the U. S. Independent 
Telephone Association — but it was designed 
to be a lJocal picture for local use— and that 
is the way the story of the Independent “Jen- 
sens” comes through in warm, human terms. 

Old Walt Jensen’s father, the town drug- 
gist, started the local phone company when he 
tired of walking up to Doc McKinnon’s every 
time he couldn’t read one of those “hen-track 
prescriptions”. Mother took care of us kids 
with one hand and ran the old switchboard 
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with the other. Then Gregory’s bank put up | 


the money to string the first wire out along 
the farm roads and. . . “well, here we are.” 


There's Suspense as Cut-Over Time Nears 


“Where we are,” is a tense night of drama | 
when the “local” telephone company is get- | 
ting ready to “cutover” to the new long-dis- | 
tance switchboard that is waiting to be born | 


in a modern exchange building. Walt’s son, 
General Manager Ed Jensen, is in charge 


and his son, Peter, is the equipment maker's | 
expert on the job. The boys down in the old | 


cable vault are getting ready for the big cut. 
There’s a natural climax and a fine moment of 
relief when the changeover comes off without 
a hitch . . . and that first caller rings through! 


The Jensens, all three generations of them, | 


(CONCLUDED FOLLOWING PAGE FIFTY-FOUR) 
This modern exchange is the fulfillment of the 
hopes and labors of the four-generation family 
whose story is told in “The Independent.” 


The Message of “See a Pin”— 
Don’t Count on “Luck” 
to Prevent Home Fires 


Sponsor: National Board of Fire Underwriters 


TiTLE: See A Pin ..., 13 1/2 min, color, pro- 
duced by Audio Productions Inc. 


* * * 


An important part of the work of the Na- 
tional Board of Fire Underwriters is to be 
constantly on the alert for new ways to spread 
information about fire prevention. As one of 
the most prolific and successful users of pub- 
tic information films, the National Board has 


“Mr. Luck” is the ghostly hero of “See a Pin’ 
until he deserts the hapless Johnson family. 


Little Jimmy Johnson’s careless moment might 
have brought tragedy, except for “Mr. Luck.” 


attacked the fire prevention problem in dozens 
of ways. 

For instance, recent films have been on 
such subjects as a description of the nature of 
fire for science students, a cartoon to urge 
youngsters to be careful of fire hazards, and a 
technical film on the work of efficient fire de- 
partments. Some of the films preach fire pre- 
vention in a straightforward way, while others 
attack the problem more obliquely. 

Preventive Lessons for Family Viewing 

The newest approach is See A Pin. . ., 
which is entertaining as well as instructional 
and designed to carry the fire prevention story 
to the average family in the home. 

Causes of home fires are not many in num- 
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Overloaded household electric circuits are a prime | 


cause of needless fires in the home. . . 


ber: smoking, playing with matches, bad house- 
keeping and improper fusing are the most im- 
portant, and these become the areas on which 
the plot revolves. 

Fred Johnson, head of our film family, 
finds a pin in his driveway and — although he 


doesn’t know it — wins the services of a | 
ghostly “Mr. Luck” for a whole day. “See a | 
pin and pick it up. All the day you'll have | 


good luck.” 
The Little Things That Cause Big Fires 
As we follow the Johnsons throughout the 


day Mr. Luck exerts his magic to prevent | 


overworking the electrical circuits; he coaxes 
up a rainstorm to put out a fire that little 
Jimmy Johnson had started behind the garage 
while playing with matches; and he conjures 
up a blast of noise on the radio to wake the 


sleeping Fred Johnson whose cigarette had 


kindled a pile of papers on the floor. 

But the Johnson family’s luck runs out at 
midnight when a fire started by spontaneous 
combustion in waste rags in the basement burns 
the house down. They had trusted to luck just 
a little too long. 

Fine Example of Cinematographic Technique 

See A Pin . . ., which was directed by Au- 
dio’s Hans Mandell, 
cinematographer’s “ghost” technique in which 
the colorful Mr. Luck is superimposed on the 
Johnson family scenes. The family part of the 
picture was shot in a real house in New 


makes good use of the | 


Jersey while meticulously careful records of | 


camera placement, horizontal and _ vertical 
angles and distances were kept. Sixty days 
later, the ghost shots were made in New York 
and matched perfectly with the earlier footage. 

See A Pin... is a happy blend of fact and 
fantasy, and should prove to be most success- 
ful as a public information film on television, 


as well as among 16mm audience groups. | 


A Record of Safety Film Utilization 


See a Pin, most recent addition to 
this continuing film program of the Na- 
tional Board of Fire Underwriters, en- 
larges on a long, notable record of safety 
education via the film medium. Audi- 
ences totaling millions are being reached 
annually and several of these films have 
received national honors. 
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At right: solar cells are 
attached to experimental 


telephone communications 
satellite designed at the ise 
Bell Telephone Laborator- 9 
ies, where the solar bat- 
teries were also invented. Ff Weeees 
Band around the center lieoeee 


is the antenna, which 
sends and receives the 
signals. Bell System 
communications satellite 


scheduled for launch Wrees 
ing next April, will be Ay 

the first to be built ‘“ 


and launched at private 
industry’s expense. 
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The Far Sound Reaches for the Stars 


Top-Flight Color Film Shows Achievements and Goals of Bell Laboratory Scientists 


The Bell System Companies. 


TitLe: The Far Sound, 27 min., color,pro- 
duced by John Sutherland Productions, Inc. 


Away back in 1911, “animal dances” were 
the new fad as the fox trot, the turkey trot 
and the bunny hug captivated “steppers” dur- 
ing Mr. Taft’s era in the White House. Cy 
Young was finishing up his fabulous baseball 
career and the “unsinkable” Titanic was soon 
to make her maiden voyage. 

On May 8th of that year, for the first time, 
a man in New York could talk into a tele- 
phone and, with the aid of various devices, 
could be heard more or less distinctly in far 
away Denver. But that seemed to be about as 
far as people could communicate along the 
telephone lines. 


SPONSOR: 
4 


The first transcontinental telephone line was front 
page news in 1915. Then, a 3-minute call cost 
$22.00; today it costs about $2.00. 


The story of how telephone distances were 
extended, sounds made clearer and costs 
drastically reduced, is the fascinating narra- 
tive of The Far Sound, a new 27'2-minute 
color film sponsored by the Bell System com- 
panies and produced by John Sutherland Pro- 
ductions. It is narrated by television news 
commentator Chet Huntley. 

The Far Sound reveals that bell Lab’s 
scientists uncovered many of nature’s secrets 
in their effort to extend the range of tele- 
phone communication. In 1911 the outlook 
was bleak for conquering distances beyond 
those between New York and Denver. But 
by 1915, Bell scientists and engineers had 
found the way . and people could talk 
by telephone from coast to coast. 

(PLEASE TURN TO CONCLUDING PAGE 54) 


Before the dial was invented, all connections 
“the most valuable invention of 
. the girl operator.” 


were made by 
all time . 
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Group of Japanese audio-visual specialists on a five-week visit to the 
U.S. exchanging experiences with their counterparts at N. Y. meeting. 


Chairman of the conference was Dan Rochford, Standard Oil Co. (N. J.). 
He noted that, despite language barrier, he was sure that both groups 
would have sound meeting of minds, common interests — and they did! 


second from left 


Teize Mori of lwanami Productions, Tokyo 
to query, noting that expert Eastman color and sound dubbing facili- 


responds 


ties are available throughout Japan. Below: Wm. J. Connelley says the 
way to sell management on audio-visuals is to prove they will do job 
at reasonable cost while providing utmost clarity of understanding. 


Japanese, U. S. A-V Specialists 


Exchange Views at N. Y. Meeting 


HIRTEEN MEMBERS of the 

Japanese Industrial Audio- 
Visual Education Specialists’ team, 
visiting the United States on a 
month’s tour arranged by the 
Agency for International Develop- 
ment, took part in a two-day con- 
ference in New York, December 
7 and 8, with audio-visual special- 
ists from leading United States 
firms. 

The program of the visiting 
Japanese A-V men in New York 
was coordinated by Daniel Roch- 
ford of the Standard Oil Company 
(NJ). His committee .was com- 
posed of the following audio-visual 
specialists: Fred Beach, Reming- 
ton Rand Univac; James Brunson, 
American Telephone & Telegraph 
Company; William Connelly, Un- 
ion Carbide Corp.; Alden Living- 
ston, duPont Company; Sheldon 
Nemeyer, General Dynamics 
Corp.; Frank Rollins, E. R. Squibb 
& Sons; and D.G. Treichler, So- 
cony Mobil Oil Company. 


Meet in Esso’s Auditorium 


The conference, held in the au- 
ditorium of the Esso Building in 
New York, consisted principally 
of question and answer discussion 
which proved to be beneficial to 
participants from both countries. 

Hiromi Ogura, leader of the 
Japanese group, and Sales Coor- 
dination Manager, Mitsubishi 
Electric Manufacturing Company, 
expressed much interest in the 
way audio-visual techniques have 
permeated American industry so 
extensively. In Japan, he said, au- 
dio-visuals are constantly growing 
but are still used more as “special” 
training methods and are not “tak- 
en for granted” as much as _ they 
are here. 

Japan Favors Sound Slidefilm 


In corollary material presented 
by the Japanese group, it was 
stated that “auto-slides” (sound 
slidefilms) and panel boards, ra- 
ther than motion pictures, were the 
most commonly used devices in in- 
dustrial training in Japan, princi- 
pally for economy reasons, but 
also because they are often con- 
sidered more “specific and _ illus- 
trative”. 

In Mr. Ogura’s company — 
Mitsubishi Electric — audio-vis- 
uals first came into extensive use 
in 1954 after two years of inten- 
sive study on their value and poss- 
ible effectiveness. Presently the 
company uses audio-visuals for 
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Union Carbide’s Connelly (center) 
confers with Tomohisa Furuta, Nik- 


ko Securities, and Minoru Mori, 
Japanese Visual Education Assn. 


both job training and communica- 
tion. As examples of the latter, 
motion pictures and auto-slides 
have achieved outstanding results 
in creating an atmosphere condu- 
cive to a cost reduction campaign, 
improvement of safety-conscious- 
ness and implementation of job 
classification and wage incentive 
systems. 

Ground Rules for Audio-Visuals 

Mitsubishi Electric has estab- 
lished three ground rules for con- 
sidering audio-visuals: 

1. Do not fall into the danger- 
ous trap of believing any one 
method to be omnipotent. Audio- 
visual teaching is only one of a 
multitude of alternative methods. 
It never is a solution to all prob- 
lems. Nothing is indeed farther 
from truth than assuming that the 
objective of training is fulfilled by 
merely showing motion pictures 
and slides. 

2. Motion pictures and slides 
are not all of audio-visual teaching 
materials. The company makes 
good use of mock-up simulators, 
charts, diagrams, photographs, rec- 
ords, tapes, radio, television, visi- 


Next to Gen. Dynamics’ Shelden Ne- 
meyer (foreground) is group’s inter- 
preter, Nobuo Kawamura, of State 
Department’s Agency for 
tional Development. 


Interna- 


‘ 
Ba > 


Eljiro Tsuneda, Mitsubishi Shipbuild- 
ing & Engineering Co., explains dif- | 
ficulty of alerting top management 
to value of audio-visual communica- 


tion. U. S. group, facing similar 
problem, welcomed Mr. Tsuneda as 
a “brother!” 


tations, displays, exhibits and role 
playing. 

3. There is no better teaching 
material than the real thing and 
no better teaching method than ac- 
tual experience. All other methods 
are the means of expedience which 
are used because of limits in time, 
space and money. 

Industry Sponsored 348 Films 

Japanese film statistics show 
that in the fiscal year 1960, 348 
factual films were sponsored by 
industrial firms and 319 by the 
government. There were 199 film 


E NTERING A FIELD of great im- 
portance to all industries seek- 
ing young people to fill jobs of 
tomorrow with motivated appli- 
cants, the Eastman Kodak Com- 
pany has, appropriately, turned to 
the film medium to show teen- 
egers the opportunities awaiting 
them in photography today. 
Kodak’s new film goes a step 
beyond. The company is among 


| the first, if not the first, to seek 
| the cooperation and counsel of a 
| professional guidance group in the 


preparation of its picture. 

Cameras and Careers, the new 
28-minute, 16mm sound and color 
film, bears as part of its title, 
“Made with the cooperation of the 
National Vocational Guidance As- 
sociation.” 


Needs Were Clearly Indicated 


It came about as a result of 
Kodak’s recognition that young 
people need to know about career 
opportunities in photography — 
as well as the way photography 


| can be related, as a tool, to what- 


ever career they embark upon. 
The film was developed as the 

result of Kodak’s perception of 

several needs. A U.S. Government 


_ survey indicated that not enough 


producers who made 970 educa- | 
_ correspondence and research 


tional films as well as the 667 
sponsored films noted above. 


There are six “major” industrial | 


film producers in Japan who do 
28.5% of all this production 
work: Iwanami Productions, Ni- 
chiei Shinsha, Nichiei Kagaku, 
Dentsu, Shin Riken and Yomiuri. 


Center Promotes Audio-Visuals 


The Japan Productivity Center 
has shown considerable interest in 
audio-visual activity since its in- 
ception in 1955. Tetsuo 


bongi, a member of the visiting | 


young people were interested in 
becoming X-ray technicians or 
medical photographers. Kodak 


showed that most well-informed 
adults — and some science teach- 
ers — were not aware of the ex- 
tent to which photography has be- 
come an important tool in science 
and technology — in spite of the 
fact that photography plays a large 


and vital role in scientific research. 


San- 


group, is a staff member of the | 


Center’s audio-visual section. His 
job is to promote audio-visual ac- 
tivity in industry. A productivity 
film library has been set up which 
lends out materials to industrial 
concerns. The Center also loans 
staff experts to help industry with 
audio-visual problems. 

More lately, the Industrial Au- 
dio-Visual Research Council has 
been formed in the Center jointly 
by leading business firms, produc- 
ers and distributors and other or- 
ganizations associated with audio- 
visual activity. 

Following the conference at the 


Esso Auditorium, the group visited | 


the General Dynamics audio- 


visual center and the Socony Mo- | 


bil headquarters training center. 
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Survey Discloses the Problems 


Two surveys were made which 
showed a lack of knowledge on the 
part of students and adults of 
Kodak’s own contributions to 


Scene from “Cameras and Careers” 
shows how extensive use of radiog- 
raphy requires new workers 


Television cameraman in action for scene in film “Cameras and Careers” 


Youth’s Future in Photography 


Career Opportunities in Many Fields Well-Presented in This 


28-Minute Color Film Prepared With Aid of Guidance Experts 


science and research. Photofin- 
ishers claimed difficulty in finding 
high school graduates capable of 
helping them run their technical 
processing machinery. Yet, a large 
volume of correspondence received 
by Kodak people showed that 
youth was interested in photo- 
graphy as a career. 

With these problems in mind, 
Kodak considered the best means 
to promote youthful interest in a 
photographic career. First, a good 
deal of thought went into deter- 
mining the right audience — an 
audience which would have to 
satisfy two basic requirements. 

1) It would be necessary to 
reach, please, and interest the right 
adult audiences — teachers and 
youth leaders. 

2) It would be necessary to 
reach, please, and interest young- 
sters with their careers ahead of 
them. 


Finding the Right Audience 


Where would Kodak find this 
audience? The answers seemed 
to be found in school guidance 
counselors, Boy Scout and Girl 
Scout leaders, Campfire Girls of 
America, and other youth organi- 
zations with career exploration 
programs. Kodak also took into 
account that many high schools 
throughout the country have 
“career days.” 

It soon became apparent that 
the most effective way to reach 
these audiences was through the 
medium of the motion picture. It 


could dramatically highlight the 
job opportunities by showing some 
of the interesting applications of 
photography in our society. There 
are good and accessible channels 
for distribution of 16mm_ motion 
pictures to schools. 

Visits to youth leaders and vo- 
cational guidance people also con- 
firmed that such a movie could be 
recommended in Boy Scout ex- 
plorer program literature, Girl 
Scout career guidance activities, 
Boys Club publications, Campfire 
Girls publicity and others. 


How to Get School Acceptance 


The next question was how to 
get acceptance for the film in 
schools? Some educators possess 
an inherent suspicion of business- 
sponsored films because often “a 
taint of commercialism” creeps 
into the finished content. And the 
sponsor's viewpoint may not coin- 
cide with the existing curriculum 
requirements. 

Thus at first glance it was feared 
that educators might challenge the 
ability of Kodak to sponsor a film 
which would match the needs of a 
guidance program. 

John Debes of Eastman Kodak 
approached the National Voca- 
tional Guidance Association with 
the suggestion that the NVGA and 
Kodak might help each other by 
co-operating on a guidance motion 
picture. Debes pointed out to the 
NVGA that educational institu- 


tions often accuse industry of fail- 
(CONCLUDED 


ON PAGE 52) 
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An Air Force Chaplain officiates at a Jewish 
wedding ceremony at Scott Air Force base... 


Story of Faith and Flight 


An Air Force Sponsored Picture Shows 


Active Life and Purpose of Chaplains 


Sponsor: Hammond Organ Company, in co- 
operation with the U. S. Air Force. 


TitLe: Of Faith and Flight, 20 min., color, 
produced by Dallas Jones Productions, Inc. 


The role of commissioned Chaplains who 
represent the various religious bodies in the 
U. S. and who help sustain the spiritual and 
moral welfare of men and women in uniform 
is the theme of this new color film. 

Filmed at Scott Air Force Base, Illinois, 
for distribution through the Air Force’ spon- 
sored film program, the film was made pos- 
sible by the Hammond Organ people. But 
Hammond instruments play in a minor key, 
for the essence of this picture is its numer- 
ous vignettes about Air Force Chaplain ac- 
tivities. They perform 21 religious services 
every 60 minutes; officiate at 19 marriages, 49 
baptisms and seven funerals every 24 hours. 

On the role of religion in defense, Ch. Ma- 
jor General Terence P. Finnegan, Chief of Air 
Force Chaplains, USAF, says, “the nation 
and the community will survive only because 
of the strength of will and greatness of heart 
gained through the action of religion in a 
man’s soul.” 

Of Faith and Flight is more than a statistic; 
it fulfills Chaplain Finnegan’s tribute to it in 
which he said, “this film has gone deepest and 
portrayed it best” in telling the complete story 
of the Chaplain’s life and his purpose. More 
than 300 prints of the film will go to Air 
Force bases throughout the world. ae 


And another Chaplain presides at christening 


CASE HISTORIES OF FOUR OUTSTANDING 


Report on Diversification 


The Machines and Processes of American 
Machine & Foundry Are Shown in Action 


Sponsor: American Machine and Foundry 
Company, New York. 

TitLe: The Magic Hands of AMF. 22'% min- 
utes, color, produced by Farrell and Gage 
Films Inc. 

To explain the wide diversification of AMF, 
the film shows the many and varied products 
turned out by AMF-made machines and pro- 
cesses. The astonishing machines, which sup- 


Automatic pretzel machines turn out millions of 
these morsels in this scene from “The Magic 
Hands of AMF” produced by Farrell & Gage. 


plement mens’ hands and brains making faster 
and more economical production of goods, are 
the “magic hands” alluded to in the title. 

The film, which seeks to cultivate the in- 
terest of stockholders, security analysts, cus- 
tomers and employees, makes its point with 
scenes of machines turning out cigarettes and 
cigars by the thousands, pretzels by the mil- 
lions, products for leisure time, the home, for 
the government, in fact in almost every area 
of life. 


Painting Facts for Industry 


An Engineering Approach to Lower Costs 
Sponsor: Hercules Powder Company. 


TiTLeE: Maintenance Painting — An Engineer- 
ing Approach to Lower Costs. 254 min., 
color, produced by Farrell and Gage Films 
Inc. 


- Commercial and industrial structures are 
painted regularly as normal maintenance pro- 
cedure. This requires large expenditures for 
paint and labor and the question of whether it 
is being done right is a matter of concern for 


BUSINESS-SPONSORED FILMS 


Paint expert Kenneth Tator discusses cost com- 
parisons for industry viewers of the Hercules’ 
sponsored, “Maintenance Painting.” 


plant managers, superintendents, maintenance 
engineers, and purchasing agents. 

There is an engineering approach to this 
problem and it is answered in this film which 
features Kenneth Tator, a noted authority on 
the subject. Tator explains the proper methods 
of testing and evaluating paint products, and 
the correct methods of application. By a sys- 
tematized approach, Tator points out, paint 
costs are lowered. The film is distributed to 
specialized plant audiences by Hercules. yy 


Good Advice for Home Buyers 


U. S. Savings & Loan League Provides 
Sound Guidance for Selecting a House 


Sponsor: United States Savings and Loan 
League. 


TITLE: What You Should Know Before You 
Buy a Home, 28 min., color, produced by 
Roger Wade Productions. 


Guide-lines for buying the right home are 
given in this new film just released for schoo! 
and adult group audiences. The picture re- 
views basic requirements of a good house in 
providing shelter, comfort and convenience. It 
discusses location, zoning, plot site and grad- 
ing, taxes and utilities, as well as basic con- 
struction and layout of rooms. It points out the 
differing values of older and new homes. 

Throughout the film there is emphasis on se- 
lecting the house that meets all the basic needs 
of the family. A home shopping tour illustrates 
how these needs differ and how they are met 
by different types of houses. The tour serves 
to show renovations that must be made in 
older homes and those which may be deferred, 
giving suggestions as to probable cost. 

Important considerations in financing a 
home are explained in detail. The various 
steps in purchase and closing fees are given, as 
well as a rough guide for how much should be 
spent according to the buyer’s annual income. 

The film is being made available on free 
loan through all offices of Modern Talking Pic- 
ture Service, 3 East 54th Street, New York. 
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8mm sound movie 


Presenting ideas for custom machine tools, materials 
handling equipment and other custom industrial 
machinery by talking from blueprints and models 
leaves too much to the prospect's imagination, ac- 
cording to the Morton Manufacturing Co. of Mus- 
kegon Heights, Michigan. 

Sound movies, they felt, could show more and tell 
more in a more understandable way. But what 
about costs? 

Then they heard about the new Kodak Sound 8 
Projector—the portable machine which has raised 
low-cost 8mm movies from a home hobby to a prac- 
tical tool for industry. 

With the Sound 8 Projector, Morton could: 1) 
keep their movie-making costs low; 2) add their own 


A 7 


Mr. R. E. Morton, Executive Vice President, Morton Manufacturing Company, uses a Kodak 
Sound 8 Projector to add his voice to the sound track of an 8mm movie made in his plant. 


sound to the film and change it at will by using this 
projector’s built-in recording system; 3) be sure of a 
professional movie presentation, since this projector 
enlarges tiny 8mm movie frames to fill room-size 
screens with optimum detail and definition and plays 
back with excellent sound quality. 
Make movies themselves 
By photographing scale action models and piecing 
this film footage together with scenes of actual 
working machinery of designs similar to those they 
want to demonstrate, Morton can assemble a very 
informative movie. 

Then comes the sound. Voices, machine noises on 
location, even background music are first tape- 
recorded, then transferred to the 8mm film mag- 


netic sound track through the Kodak Sound 8 Pro- 
jector recording system. 

The Sound 8 Projector works like a tape recorder, 
even has its own microphone. Recording, erasing, re- 
recording (a different sound track for each audience, 
if need be) is simply a matter of “recording” while 
projecting the film. 

Morton keeps a Kodak Sound 8 Projector in 
offices at Philadelphia, Muskegon, and San Fran- 
cisco, so that demonstration films can be shown at 
every opportunity. 

If this example gives you ideas, call your Kodak 
Audio-Visual dealer for a demonstration, without 
obligation, of the Kodak Sound 8 Projector and its 
low-cost movie potential. 


Kodak Sound 8 Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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With 
LENECREEN 


By POLACOAT 


NO ROOM ~ 
DARKENING 
IS NEEDED WITH 
LENSCREEN REAR 
PROJECTION SCREENS 


THE HUMAN SIDE OF THE PICTURE 


All details and colors are seen perfectly 
—even in broad daylight! LENSCREEN 
permits projection of your message in 
shows, auditoriums, offices and con- 
ventions regardless of room lighting! 


Sell, train, display, exhibit the modern 

way—the bright way. There’s a size and 

material to fit your most exacting re- 

quirements. For full information, order 
_ your free LENSCREEN kit, today. 


EFFECTIVE 
* TRAINING 
*SELLING 

* TEACHING 


y soune 
DuKane 
AUDIO-VISUAL 


EQUIPMENT 


Planning an audio-visual 
program? Take advan- 
tage of DuKane’s expe- 
rience in this field... 
advice on sound slidefilm 
production plus booklets 
on recording standards 
is yours for the asking. 
DuKane offers a com- 
plete line of top-quality 
sound slidefilm projec- 
tors In a type to meet 
the exact requirements 
of your audio-visual 
program. 


for complete information 
wrile to... 


CORPORATION 
3052 N. 11th « ST. CHARLES, ILL. 


Librarian to All the People 


Story of Books in Dakota-Land Told 
by Max Howe’s Camera in “Open Door” 


Sponsor: South Dakota State Library, Pierre, 
South Dakota. 

Titte: The Open Door. 27 minutes, color, 
produced by Max Howe, Rapid City S. D. 


The Open Door is a story of books in 
Dakota-Land from pioneering days to the 
present day of the Bookmobiles. By drawing 
upon the states pioneering heritage, the film 
strives to develop an interest in the printed 
word and to reach those people who seldom 
read. 

In those early days, books were held in high 
esteem by our pioneer forebears. Precious 


Early-day exchange of scarce books between 
schools was made by volunteer horseman. 


volumes were exchanged between schools by 
volunteer horsemen. Pioneers worked with their 
own hands building schools and libraries with 
logs and stone. 

In the 1930s a dedicated librarian person- 
ally traveled out to the farms and ranches to 
create an interest in books and culture. Today 
there are bookmobiles. 

While concerned with books and libraries, 
the film offers glimpses of the scenic grandeur 


| of South Dakota. Lt! 


Suffer the Little Children 
Lack of Food, Knowledge of Nutrition 
Spells Tragedy to the “Hungry Angels” 


Sponsor: United Nations Children’s Emer- 
gency Fund 

TitLe: Hungry Angels, 22 min, color, pro- 
duced by Reimon Productions (Guatemala). 
Directed by Marcel Reichenbach. 


yy Three Guatemalan babies are born on the 
same day in this film, in the same maternity 
ward. Two gradually weaken and become 
gravely ill—only because their parents did not 
know how to feed them adequately. The third 
—with proper food—thrives. 

Maria, the first child, is the daughter of 
poor farmers whose life is hard. There is little 
money for food, but worse — Maria is fed 
only pale imitations of a proper diet, and her 


H DAKOTA STA 


ATE LIBRARY 
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A South Dakota bookmobile brings volumes to 
youngsters in a far-off ranch community and 
with them the power “to reach heights of fancy 
or . . . escape into never-never land from life 
and all its problems .. .” 


Et 


poor wasted body received little help from the 
incantations of a witch doctor. 

Pedro, a Guatemala City boy, does fine at 
first on hospital-prescribed food including 
powdered milk, but weakens when his grand- 
mother begins to guide his diet with old wives’ 
tales about nutrition. 

Carlos, thanks to proper diet, is a joyful and 
healthy boy. 

Though production quality on this film 
leaves much to be desired, the three children 
are always appealing and sometimes heart- 
rending to see. Our interest in them overmat- 
ches other deficiencies in the film. Contrast 
ches the wonderful natural beauty of Cen- 
tral America and its crushing poverty is ter- 
ribly vivid. 

The film is narrated by Dr. Nevin Scrim- 
shaw, Director of the Institute of Nutrition of 
Central America and Panama (INCAP) by 
whom it was produced with the cooperation of 
the Guatemalan Government. Through the 
good work of INCAP both Maria and Pedro 
are finally made dramatically well again. 

Hungry Angels is available for rentals ($5), 
or by purchase ($75) from Association Films, 
Inc., 347 Madison Avenue, New York. Ve 

* * * 
The big 12th Annual Production Review is- 
sue of BUSINESS SCREEN begins our 23rd vol- 
ume in Mid-February. Make sure that your 
subscription has been renewed to receive it! 


It's the 
"KNOW-HOW" 


that counts... 


CRAFTSMEN at Knight Studio, Chicago have 
produced title cypography for many award- 
winning films; for national publications; and 
specimen showings (the most exacting work 
in the typographic field) for one of the most 
progressive producers of typefaces. All this 
experience is yours without premium prices. 


Knight Studio 


159 East Chicago Avenue, Chicago 11, Illinois 
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Heavy volume of sales 
has resulted in stepped- 
up production and in- 
creased production fa- 
cilities by the Acmade 
plant in England. 


FLORMAN 
& BABB 


exclusive western 
hemisphere distributor, 
is now stocking all 


Recent Purchasers of Acmade Editing Tables 


¢ National Broadcasting ¢ Safety Enterprises, 
Company Ohio 

¢ J. Walter Thompson * Sound & Scene 

U. S. Army Ordnance Productions, Texas 

e N. Y. Board of Porta Films, Mich. 


Education * Bay State Films, Mass. models for immedi 
¢ Stamford University, * Canadian Ministry of delive ediate 
Cal. Defense 


NEW FROM ACMADE 


ACMADE TUNGSTEN 
PRECISION SPLICER 


This moderately priced splicer incorporates 
new precision features which insure absolute 
accuracy and safety in splicing. Three models 
are available: Model 16-16mm., Model 35- 
oe Model 35-16 combination 35mm. and 
16mm. 


ACMADE MARK II 


EDITING TABLE 
Makes Editing Easy! 


1. The combination 35mm.- 


f.o.b. New York 


4. Specially designed right- 5. Tempered steel! springs pro- 


16mm. Model features retract- hand pressure block permi vide perfect pressure, posi- 
table 35mm. and 16mm. pins. easy and accurate FE ran tioning film firmly during oe of Ss efficient editing 
This permits center placement ing on all models. scrapingandsplicingprocesses. ~ en minutes. Con- 
of the 16mm. pins for A and B : * = ermittent) movement pro- 
roll splicing 6. Thermostatically controlled vides absolute protection for your film. In- 

% greater speed for pi iti 
2. Stainless steel blocks are precision fitted with 100° temperature. of 
Tungsten-Carbide inserts for cutting. Cutting edges Model 16 — $299 channels, plus magnetic and optical sound 
will remain sharp and last forever. available. 
Model 35 — 

3. Attached scraper adjustable for depth — fitting $299 


jig incorporated on splicer base. 


Model 35-16 — $399 


Acmade Foot-Operated Splicer with Tungsten Tipped Blades 


This splicer is constructed, as is usual indefinite life and will not require sharp- 
with ACMADE products, of the finest mate ening as with other types. A heater unit 
rials and workmanship, All castings are of is installed in the top body of the machine. 
the best quality and the top body and The top light in a well glass fitting is at- 
cutter arms are seasoned to prevent dis- tached to the body of the machine and also 
tortion after machining. The machining is an inspection light in the waste bin to- 
carried out to limits of+ .0005” in order gether with cement bottle and brush. A 
that the cutter blades shall close in a dead scraper block is supplied and also a 
parallel manner. The cutter biades are scraper block setting jib and support shelf 
made from stainless steel with Tungsten rubber-covered. The whole machine is fin- 
Carbide inserts, and afterwards ground ished in first quality grey hammer and all 
lapped and polished to a limit of + .0002” metal parts other than cutter blades are 
thickness and the cutting edges relieved by hard flash chromed. 
a few minutes. 


1°, The Tungsten Carbide inserts will have $1495 
* TYPE M16 16 mm Picture .. $1445. 


Serving the 
* TYPE M35 35 mm Picture $1445. World's Finest 
* Interchangeable Deck ....... $ 745. Film Makers y hc. 


68 W. 45th StasNew York 36, N. Y. MUrray Hill 2-2928 


TYPE M MARK II EDITING TABLE 


(Silent Model) 


The type M Tables are a smaller version of the Standard Table 
but with similar operational features. 

Push button controls for forward, instant stop and reversing at 
any speed according to the setting to the variable speed control 
Variable speeds in either direction also by foot pedal. 

The thread up, continuous movement of the film, the projected 
picture size, motorised take-ups, fast rewind, etc., are as de- 
scribed for the full size models. 

The Table measurements are 36” high x 25” wide x 23” long. 
Interchangeable decks can be supplied so that a Table can be 
changed from 16 mm to 35 mm or vice versa in the matter of 
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A* AFRICAN safari is an every- 
day occurrence for an em- 
ployee of Factual Films, Limited. 
Equipped with one of the com- 
pany’s specially constructed “mo- 
bile cinema” vans, he’s off to 
Mount Kenya or Kilimanjaro. 
Purpose: Film distribution for 
sponsors. 

The pattern of trade in East 
Africa is changing rapidly, John 
C. Gee, managing director of the 
motion picture company, which 
works out of Nairobi, Kenya, has 
indicated. An ever-increasing pro- 
portion of the total goods sold is 
being purchased by Africans 
whose cash incomes, especially 
among farmers who are receiving 
official aid and encouragement, 
are increasing very quickly. 


Follow Best Income Routes 


To help tap this ever expand- 
ing market, Factual Films has, 
since 1958, been projecting pro- 
grams which include feature films, 
shorts, newsreels and sponsored 
pictures. The company’s “hunt- 
ers” follow carefully selected 
routes where the earning and 
spending power of the native pop- 
ulation ranks highest. The pro- 
grams offer an advertising me- 
dium especially suited to a semi- 
literate people. 

Two-hour shows are given reg- 
ularly in 183 villages. In order 
not to overload the program, ad- 
vertising matter is limited to 15 
minutes of direct advertising in 
each program. This limitation 
does not apply where long “pres- 
tige” films of high entertainment 
or educational value and low di- 
rect advertising content are 
shown, but primarily affects 
Straight screen “ads.” 

Thousands at Open-Air Shows 

The safari is repeated each 
month over the same route with 
different programs and changes in 
commercial material as desired by 
the advertiser. Audiences of two 
to three thousand attend the pro- 
gram admission-free. Since it is 
dark at 7 p.m. all year round in 
East Africa, the shows can take 
place in the open. Music, played 
for half an hour before each per- 
formance, helps to draw the native 
audience. 

Six circuits have been chosen 


Sponsors’ Film Safari in East Africa 


Factual Films’ Mobile Cinema Vans Bring Features, Ad Shorts 


to Thousands of Rural Villagers Along Its Six Circuit Routes 


for Factual Films’ mobile adver- 
tising 


service. Circuit No. 1 
(Mount Kenya) and No. 2 (Kili- 
manjaro) each show films for 25 
consecutive nights in 25 centers of 
population. The remaining five 
days in each month the vehicles 
return to home base for servicing 
and operator’s time off. Circuit 
No. 3 (Nyanza) commences on 
the first of each alternate month 
and shows films in 50 villages on 
50 consecutive nights before cine- 
ma operators return for a 10-day 
interim period. 


Show After Crops Are In 
Circuit No. 4 (Mwanza), un- 
like the other circuits which run 
all year round, operates only from 
June through November, this be- 


BAY STATE FILM PRODUCTIONS, 


The File, Coumeit of ¢ 


The Anes ¢ 


ing the season when the cotton 
growers of the area receive pay- 
ment for their crops and money 
is plentiful. Twenty-nine shows 
are given each month. 

The fifth circuit (Uganda) also 
runs for 29 nights per month but 
operates on an all year round 
basis, as does Circuit No. 6 
(Mombasa ). 

Monthly charges for showing 
an advertising filmlet range be- 
tween Shs. 400 and 820 per 
month depending upon the length 
of the commercial (up to one 
minute). and the number of pro- 
grams on the circuit. 

Factual Films will exclude com- 
petitive products on a particular 
circuit if an advertiser has a con- 


aa 


tract for one minute on two or 
more circuits or two minutes on 
one circuit. 

Film producers, as well as a 
mobile cinema service, Factual 
Films has recently extended its 
premises and increased its equip- 
ment to permit the production of 
both 16mm and 35mm black and 
white and color motion p'ctures. 


Also Produce Ad Filmlets 


The company is able to pro- 
duce filmlets in East Africa, which 
can be edited for use in Africa or 
elsewhere. Sound tracks in any 
local language are available. Re- 
cent subjects produced by the 
agency include: Crown Kerosine 
(Shell Co. of East Africa Ltd.); 
Philips Radio (Philips, Holland); 
and Tusker Beer (East African 
Breweries). 

Factual Films’ cinema opera- 
tors are prepared to do much 
more than simply run projectors. 
Services such as contacting shop- 
keepers regarding particular prod- 
ucts and undertaking minor mar- 
ket research are all a part of a 
normal film safari. Ng 

* * 

Series of 13 Documentaries 
Lights Up Darkest Continent 

*® Africa, land of the world’s 
newest nations, and home of some 
of the world’s oldest and strangest 
tribes and customs, is the sub- 
ject of thirteen new motion pic- 
tures being distributed by the 
Birad Corporation. 

With the names of people and 
places of the “darkest continent” 
in newspapers and on radio and 
television almost every day, this 
series of films is both timely and 
highly enlightening. 

The 16mm sound films, each 
approximately 15 minutes long, 
were shot on location only a year 
ago in the heart of Eastern Equa- 
torial Africa. Some show remote 
tribal living, never before cap- 
tured on films. Others visualize 
Africa emerging out of its primi- 
tive past into a contemporary 
civilization. Still others dramatize 
the life of the jungle, the beasts 
and birds and legends that sur- 
round them. 

Titles in this series of docu- 
mentaries with social, political 
and economic significance are: 
African Game Farm; Lost Lake; 
Mombasa Port; African Tackle 
Smashers (on fishing); Akai Had 
Eight Wives; Memsahib on Safari; 
African Outpost; Sangale (life on 
a river); The Riverene; Animals 
of the Masai; Water in the Sands; 
Legend of Ol’lolokuwe, and The 
Spearmaker. 

These exciting films are avail- 
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able for purchase by schools, civic 
groups and other organizations at | 
$125 for color prints, $50 for | 
black and white. Preview prints | 
may be requested, from the Birad | 
Corporation, 35 West 53rd Street, 
New York 19, N. Y. y 
* * 
Know How to Judge People? 
New Picture Shows Technique 
ve A new motion picture under- 
scores the point that one of the 
major requisites for success in the 
business world is the ability to 
judge other people accurately. The 
25-minute, 


16mm film, Judging | 


People, is the latest addition to | 


the growing library of human re- 
lations and guidance pictures cre- 
ated by Roundtable Productions, 
Beverly Hills, Calif. 

The new Leon Gold production 
shows why appraising others is dif- 
ficult and presents a variety of 
methods which a manager can use 
to take much of the guesswork 
out of his decisions. The leading 
role is that of a personnel man- 
ager for a large corporation as he 
selects an executive secretary for 
a department head and also fills 
a foreman’s job at the factory. 


An interesting analogy sequence | 


deals with Dodger Manager Walt 


Alston’s efforts to appraise the po- | 


tential of baseball rookie Willie 


Davis. The film is offered for both | 


rental and outright purchase. Tech- 
nical consultant was Dr. Robert 
Reveal, Jr., of Psychological Serv- 
ices, Inc., Los Angeles, a special- 
ist in evaluating candidates for 
executive positions in business and 
industry. 


* * 


Clark Construction Machines 
Unveiled in New Color Picture 
yx Domestic and foreign distribu- 
tors for the Clark Equipment Com- 
pany are being shown the com- 
pany’s new series of re-designed 
tractor shovels via a 17-minute 
color motion picture, First View 
of Series II, produced for its Con- 
struction Machinery Division by 
Pilot Productions, Inc., Evanston, 
Ill. 

The new equipment, ranging in 
size from a three-quarter yard to 
five-yard tractor shovels, was film- 
ed on a remote stretch of Lake 
Michigan beach to insure product 
security before the unveiling. Clark 
is an active and regular user of 
the film medium for product pres- 
entation. The latest picture is one 
of many produced by Pilot for the 
Michigan company. IR 


FOR THE LATEST AND BEST IN 
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““POLAROID’’ AND 


To make your own black-and-white 
slides — quickly and economically — 
here’s all you have to do: snap a picture 
with a Polaroid Land Camera loaded 
with special transparency film. Then 
pull a tab, wait a moment and open the 
rear of the camera. 

There’s your transparency. 

After a quick hardening and mount- 
ing in a snap-together frame, the slide 
is ready to be dropped into a projector. 
Total time: about 90 seconds. Total 
cost: about 1 the price of the average 
black-and-white slide. 

A new type of transparency film, 
PolaLine film, is now available. It's 
been designed especially for line-copy 


slides and it produces crisp, black lines 
and clear, transparent backgrounds. 
These are 314 x 4 transparencies for 
standard lantern slide projectors. 

There are also continuous tone films 
for both standard lantern slide projec- 
tors and for use in a complete Polaroid 
Land system that employs 244 x 2% 
slides in a Polaroid projector. (Develop- 
ment time for continuous-tone slides is 
two minutes.) All three projection film 
types can be used in any Polaroid Land 
Camera that uses 40-series films (except 
the J-66). 

Sound good? It is. There's no better 
way to make transparencies. Send in 
the coupon for more information. 


Polaroid Corporation 

Technical Sales Dept. BS-12 
Cambridge 39, Mass. 

Please send me detailed information about 
Polaroid Land transparencies. 


Name 


Address 
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$1.50 55¢ 
24 Hours 90 Seconds 
Film Processor Yourself 
(with a Polaroid Land Camera) 
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| John M. Cooper, Jr. 


Kalart Appoints John Cooper 
as Firm’s Director of Marketing 
ve John M. Cooper, Jr., a special- 
ist in marketing and sales manage- 
ment, is the newly-appointed Mar- 
keting Director of the Kalart Com- 
pany, Inc., Plainville, Conn. 

Mr. Cooper is well known in 
the office equipment field where 
he served in similar executive posts 
for a number of years before com- 
ing to Kalart last month. He joins 
the New England manufacturer 
of motion picture, slidefilm and 
general photographic apparatus 
during a period of unprecedented 
expansion and growth and will be 
responsible for the company’s ex- 
panded marketing activities in both 
the audio-visual and photographic 
fields. 

The new Kalart marketing di- 
rector is a West Hartford, Conn. 
resident. 

* 


Four Get New Assignments in 
DuPont Photo Products Dept. 


Shifts in the headquarters and 
field staffs of the DuPont Photo 
Products Department have brought 
Richard H. Pollock, former Chi- 
cago district sales manager, to 
Wilmington, Del. where he will 
now serve as special assistant to 
the director of production for the 
department. 

Ivor A. Lundgaard, former field 
sales manager in the Chicago dis- 
trict, will succeed Pollock at that 
office and R. Bruce Sutherland 
has been transferred from the Dal- 
las district to assume Lundgaard’s 
field post. J. Woodward Blocher 
succeeds Sutherland in the Dallas 
district. 

* * 
Jarvis to Eastern Sales at 
Motion Picture Enterprises 
vr Sylvia Jarvis has been ap- 
pointed Eastern Sales Manager of 
Motion Picture Enterprises, Inc., 
New York. 

Miss Jarvis has been active in 
the distribution of motion picture 
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equipment and supplies for the 
past 15 years. She will be in 
charge of the distribution of 
MPE’s professional film reels, 
cans and fiber cases. Ly 


a 
Pardee New Vice-President at 
Florez, Heads Client Service 

Clark E. Pardee, Jr. has been 
elected a vice-president of Florez, 
Incorporated, according to an an- 
nouncement by Hans A. Erne, 
executive vice-president of the De- 
troit-based _international sales 
training agency. 

Pardee, who will continue as 
director of client service at Florez, 
has been a member of that organ- 
ization since 1950 and serves on 
the firm’s operating committee. A 
graduate of the University of Mich- 
igan, he resides with his family 
in Birmingham, Mich. ay 


at At 


Gevaert Appoints Jack Goetz 
for Its West Coast Film Sales 
* The Gevaert Company of 
America, Inc. has announced the 
appointment of Jack Goetz as mo- 
tion picture sales representative 
for the West Coast. In his new 
post, Goetz is responsible for sales 
of Gevaert professional motion pic- 
ture films to film and television 
studios. 

Well-qualified for the post 
through years of experience with 
Warner Brothers, Republic Pic- 
tures and at Consolidated Film 
Industries, he will assist E. J. 
Drexler, sales manager of the com- 
pany’s Motion Picture Department. 

* 


Robbins to Head Industrial 
Sales for Florman & Babb 


vy Wallace C. Robbins has been 


s 


For over 24 years... 


leading film producers 


have come to Mecca... 


for the finest 


35mm and 16mm black-and-white 


laboratory services. 


Drop in soon... 
write, wire, or phone 
for further information. 


Film Center Building 630 Ninth Avenue, New York 36, N.Y» COlumbus 5-7676 
Affiliated with BYRON MOTION PICTURES, Washington 7, D. C. 


Wallace C. Robbins 


appointed head of industrial sales 
for Florman & Babb, Inc. In this 
capacity he will specialize in serv- 
icing the professional motion pic- 
ture equipment requirements of 
industrial in-plant studios. 

Prior to his present appointment 
with Florman & Babb, Mr. Rob- 
bins was associated with Camera 
Equipment Company in equip- 
ment sales for the past four years. 
His professional experience also 
includes seven years with De Luxe 
Laboratories in color quality con- 
trol and for five years he served 
as a portrait and commercial pho- 
tographer. 


* 


Skoble a Producer-Director 
at Pelican Productions, N. Y. 
* Pelican Productions, Inc., New 
York, has appointed Herb Skoble 
a producer-director. He will share 
these duties with Marc T. Statler, 
executive vice-president. 

Mr. Skoble comes to Pelican 
from Hollywood where he pro- 


Producer-director Herb Skoble 


duced and directed feature films, 
sponsored public relations films 
and television commercials. He has 
also served as Visiting Professor 
of Film Direction at the University 
of Southern California and as Di- 
rector of the Film Production 
Unit at Yale University. } 
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Niles Names Bruce Henry as 
Creative Director of Centers 

vy Author, producer and a noted 
screen writer, Bruce Henry has re- 
turned to Chicago from Hollywood 
to become Creative Director of 
Fred A. Niles Communications 
Centers, Inc. Henry joins the 
Niles’ executive staff after a year 
on the West Coast where he wrote 
theatrical release features and half 
hour network television documen- 
taries for Chet Huntley on a wide 
range of sociological and econom- 
ic subjects. 

For the past 10 years he had 
maintained his own free-lance writ- 
ing service in Chicago, devoted 
exclusively to the sponsored film 
field. Prior to that he was asso- 
ciated with Wilding, Inc. and The 
Jam Handy Organization. 


Wrote Fiction, News Features 


A published author of novels 
and short stories for national week- 
ly magazines, Henry was a roving 
correspondent for the North 
American Newspaper Alliance; 
editor and chief feature writer for 
the Miami (Fla.) News and wrote 
a daily column for the Detroit 
News and its affiliated newspapers. 

The recipient of over 40 inter- 
national and national film awards, 
Henry estimates that he has writ- 
ten some 300 business-sponsored 
films. Among his award-winning 
screen credits are By Jupiter (for 
Wilding); Edge of Silence, a Gold- 
en Reel award-winner; Letter 
From Pasquale, cited by the Free- 
doms Foundation; Big Saul, the 
first business-sponsored film to be 
televised in color by NBC-TV; 
and League of Frightened Men, 
said to be the first sponsored film 
ever to use color as an integral 
part of the plot story. 


Ruth Ratny to Special Projects 


At Niles, vice-president Ruth 
Ratny, who previously served as 
the studio’s creative director, has 
been assigned to special projects 
on a management level. Ve 


NEW FILM TREATMENT FOR 
CONTINUOUS PROJECTION 


pana guaranteed not to bind 
up, even in high humidity. 
Gives the hardest, toughest, 
slickest finish to any film — 
new or old — regardless of 
previous treatments. Also gives 
longer wear for standard pro- 
jection. 
Write for brochure and price list. 
960 South Birch 


SALESFILMS conver 22, coe 


NUMBER 8 * VOLUME 22 


Leo Stone to Radiant Mfg. 

as Corporate Vice-President 

%y Reflecting recent corporate ex- 
pansion, Radiant Manufacturing 
Corporation, Morton Grove, Illi- 
nois, has named Leo L. Stone a 
vice-president and new member of 
the company’s executive staff. He 
will assist president Adolph Werth- 
eimer in overall management du- 


Radiant V.P. Leo Stone 


ties and his duties will be directed 
toward expansion and diversifica- 
tion programs. 

A graduate of the University of | 
Chicago, with a Ph. B. degree, | 
Stone also has a law degree and 
was admitted to the Illinois bar in | 
1930. During his business career, 
he has been vice-president in 
charge of sales for Elgin-Ameri- 
can-lIllinois Watch Case Co., vice- | 
president and managing director of 
Elgin American of Canada, Ltd., 
and for five years, Stone was pres- 
ident of Excel Movie Products 
Co., Chicago. Prior to joining the 
Radiant organization, he was ex- 
ecutive vice-president and sales 
manager of Standard Novelty and 
Lamp Co., Chicago. | 

* 


Glen Glenn Sound Selects 
Kay-Christopher as Agency 

* Harry Eckles, president of 
Glenn Sound Co., Hollywood, has 
appointed Kay-Christopher, Los 
Angeles, to handle all advertising 
and public relations. Emile Du- 
vernet is account executive. K. 
Kay, agency principal, will super- 
vise the account. 

Long a leader in motion pic- 
ture and television sound record- 
ing, Glen Glenn Sound’s recent 
credits include The X-15, Master | 
of the World, and The Facts of 
Life, with Bob Hope and Lucille 
Ball. The recording studio also is 
prominently active in some of tel- 
evision’s top shows, such as The 
Untouchables, Perry Mason, My 
Three Sons, Andy Griffith Show, 
and The Real McCoys. 

Aside from promotional activi- 
ties, plans include exposure in the 
aircraft, missile, electronics and 
other industrial fields. | 


Improve Your Film Titles 


ELECTRONIC TEL-Animaprint 


Type heated at constant rate automatically” 
despite changes in room ea Ac- 


curacy within + or — 1° F by Thermis- 

tor $595 
*Fenwal's Patented Contro! Unit 

TEL-Animaprint with manual con- 

$495 


Write for brochure 


with TEL-Animaprint’ 


Greatest dollar for dollar 


value in the industry! 


The first sensibly priced HOT PRESS TITLE MA- 
CHINE for high quality, fast, dry lettering—the 
answer to economy and precision accuracy in 
film titling. The most intricate and tricky titles 
in any color or black-&-white are achieved with 
ease. Acme pegs assure perfect registration on 
paper or acetate cells. Prints dry from colored 
foil for instant use. Will produce titles in any 
language—main titles, subtitles, TV commer- 
cials, slide films, super-imposed subtitles, 
flip cards, trailers, crawls, shadow and third 
dimensional effects, etc. These may be applied 
to any kind of art, scenic or live action back- 
ground, including photographs. 


TEL-Animaprint Hot Press is specially designed 
to produce more attractive titles in less time 
and at far less cost. Ideal for Motion Picture 
Producers, TV Stations, Film Titling and Art- 
work, Special Effects Labs., Animators, Advertis- 
ing Agencies, Commercial Photographers, Art 
Studios, Etc. 


$.0.S. PHOTO-CINE-OPTICS, Inc. 


formerly $.0.S. CINEMA SUPPLY CORP. 


602 W. 52nd St., New York 19, N.Y. © Phone: PLaza 7-0440 © Telegram: “FAX, N.Y.” 
Western Branch: 6301 Hollywood Boulevard. Hollywood 28, Cali.—Phone: HO 7-2124 


6063 Sunset Boulevard 


CREATIVE - PROFESSIONAL 


A Complete Service for Your Every Film Requirement 
° Hollywood 28, California 
HOllywood 4-3183 


EAST COAST 


MOTION PICTURE PRODUCTION, 
EDITORIAL and TECHNICAL SERVICES 


FOR BETTER FILMS 


CREATIVE EDITING AND COMP 
PERSONAL SUPERVISION 


JOSEPHSON, 
Circle 6-2146 


45 West 45th St. 
York 36 


45 


? 
| 
| 
a 
| 
0 a 
? 


Cine-Magnetices, Inc., N.Y. 
Formed by Watson Executives 
ve Magnetic striping services of 
Frederick F. Watson, Inc., New 
York, have been acquired by a 
new concern, Cine Magnetics, Inc., 
headed by Everett Hall, a vice- 
president and general manager of 
the Watson Organization over the 
past decade. 

The New York-based service 
company will offer expanded serv- 
ices to business and educational 
film users. Allen A. Armour, now 
executive vice-president of Cine 
Magnetics, was sales and promo- 
tion manager for Frederick F. 
Watson, Inc. The firm is located 
at 202 East 44th Street, New York 
17. 

* * 
Florman & Babb Acquires a 
Large Sound Effects Library 

The entire stock and inventory 
of a well-known sound effects li- 
brary has been purchased outright 
by Florman & Babb, Inc., New 
York. The deal includes exclusive 
East Coast distributorships of 
EMI, Standard, Speedy-Q and 
Gennett sound effects libraries. 

Effects include all sorts of ve- 
hicles — motors, airplanes, cars, 
trains, crowds, industrial and street 
noises, marine, war guns, animals, 
birds, incidental and background 
music. 

Florman & Babb will maintain 
a complete stock of the sound ef- 
fects records offered by these fa- 
mous libraries. A master catalog 
is being prepared and will be 
available on request to F & B, 68 
West 45th Street, New York. & 

* * 

Johnny Victor Theatre, N.Y. 
Is Available for Previews 

*’ The Johnny Victor Theatre in 
the RCA Exhibition Hall on 
West 49th Street, New York, is 
now available for screenings of 
sponsored films on a rental basis. 

The theatre, one of the most 
comfortable and best equipped 
screening rooms in New York, 
has RCA 16mm and 35mm pro- 
jection equipment, speakers, lec- 
terns, etc. Leo Popkin, one of the 
city’s most experienced projec- 
tionists, is in charge of the booth. 

Arrangements for booking the 
theatre may be made with Man- 
ager Vito Blando. Catering serv- 
ice is available from the Holland 
House Taverne which is in the 
same building. 

* 
12th Production Review Issue 
% Listing invitations are in the 
field for that big 12th Annual 
Production Review issue of Busi- 
NESS SCREEN. 
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Here’s one of RCA Custom’s newly-refurbished Chicago recording studios. 


RCA Custom Completes New 
Chicago Recording Studios 
Newly-refurbished 
modern accoustical design have 
been recently completed at RCA 


Custom in Chicago. Two of the 
studios are equipped for mixing 
three stereo channels with com- 
plete individual control of gain, 
dynamic compression, equalization 


studios in 


PRESENTING 


AN INDUSTRIAL FILM THAT 
DOES NOT LOOK LIKE AN 
INDUSTRIAL FILM ... 


“LITHO” 
PRODUCED BY 


ELEKTRA STUDIOS, INC. 


PROBLEM: TO TAKE LITHOGRAPHY — A COMPLEX 
REPRODUCING PROCESS — AND TRANSLATE IT INTO 
A THEATRICAL MOTION PICTURE CAPABLE OF SIMUL- 
TANEOUSLY EXCITING AND INFORMING THE GENERAL 
PUBLIC. 


SOLUTION: SEE FOR YOURSELF — AS OVER 100,000 
PEOPLE ALREADY HAVE, IN SHOWINGS OF “LITHO” AT 
THE AMALGAMATED LITHOGRAPHERS OF AMERICA, 
LOCAL 1 EXHIBIT AT GRAND CENTRAL STATION, NEW 
YORK CITY. 


ALL PICTURE AND MUSIC—NO VOICE—10 MINUTES 
RUNNING TIME—MUSIC COMPOSED AND PLAYED BY 
CHICO HAMILTON AND QUINTET. 


AVAILABLE IN 35MM OR 16MM. 


FOR INFORMATION OR PRINTS: 
CALL, WRITE, WIRE OR DROP INON... 


ELEKTRA STUDIOS, INC. 


33 WEST 46TH STREET, NEW YORK 36, NEW YORK 
TELEPHONE: JUDSON 2-3606 


and reverberation. Similarly, the 
control room design permits not 
only a full view of the studio, but 
also. provides correct speaker 
placement for sound monitoring 
both by producer and engineer. 

RCA Custom has four re-re- 
cording rooms, three monaural 
lacquer channels, one stereo lac- 
quer channel and a two-shift op- 
eration. Masters which are cut 
up until 4:30 p.m. are in the plant 
electroplating baths by midnight 
of the same day. 

RCA Custom, Chicago, has 
long been known for its services 
to the slidefilm production indus- 
try. According to sales manager 
William F. Reilly, the new facili- 
ties are more than ever dedicated 
to continuing this fine record. & 

* 

Camera One, N. Y., to Provide 
Animation Producer Services 

vr Camera One, an animation pro- 
ducer’s service organization, has 
been formed at 150 West 54th 
Street, New York, by Wardell 
Gaynor. 

Mr. Gaynor was formerly head 
cameraman at UPA’s East Coast 
studio, later served with Robert 
Lawrence Productions. His films 
have won many awards, both here 
and abroad. 

GM Technical Center Has a 

Model Setup for Projection 

* Featuring one of the most com- 
plete and modern projection 
booths in industrial use, the 
Chevrolet Engineering Auditori- 
um of the General Motors Tech- 
nical Center, Detroit, is well set 
up for audio-visual presentations. 

Equipment for large screen 
projection of 35mm film includes 
two Excelite projection arc lamps, 
and for 16mm projection an East- 
man projector and carbon arc 
lamp. Two Strong Universal arc 
slide projectors provide a light 
source so intense that large bril- 
liant pictures can be projected 
without completely darkening the 
auditorium. 

The booth equipment also in- 
cludes two Strong arc follow spot- 
lights, providing brilliant lighting 
of all live presentations on the 
stage. 


* * * 


Cortright Directs Eastern 
Sales for RCA Audio-Visual 

ye Charles R. Cortright has been 
named Manager, Eastern Sales, 
for the Radio Corporation of 
America’s line of audio-visual 
products, according to A. J. Platt, 
Manager, Audio-Visual Market- 
ing for RCA. yy 
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Hardwood Product Advances 
to Bring New Industry Film 
vy Product developments in the 
hardwood industry are to be em- 
phasized in a new 16mm color mo- 
tion picture to be produced for 
the American Hardwood Associa- 
tion by Wilding, Inc. 

Confirming the new quarter- 
hour film project, Donald Linville, 
executive secretary of the Associ- 
ation, observed that, “rapid prog- 


Donald Linville (ctr), executive sec’y. 
of American Hardwood Assn., signs 
pact with James Holmes of Wilding, 
Inc. (at right). 


ress in the industry has prompted 
our need for a new film. For ex- 
ample, panel products with their 
new die-perforated, embossed and 
prefinished wood-grained surfaces 
have widened hardwood’s use po- 
tential tremendously.” 

Primary audiences for the pic- 
ture in production will be dealer 
sales promotional clinics held in 
cooperation with member compa- 
nies; the film will also be made 
available for TV viewing and for 
showings to educational groups at 
the high school and college level. 

The Association’s previous film, 
Out of the Woods, was also a 
Wilding production. Released in 
1956 it has had over 800 televi- 
sion showings and wide use at 
dealer and internal staff meetings 
within the industry. iy 

* ak 
Ep. Note: the new Association 
film will be reviewed on its release. 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 
guaranteed. Complete studio and 


laboratory services. Color prirting 
snd lacquer coating. 


ESCAR 
Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohie 
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Film Facts on Building of 
Concrete Fall-Out Shelters 
vy While official recognition of 
civil defense needs appears to 
have veered toward Federal sup- 
port of large-scale community shel- 
ters (as opposed to the family 
unit), basic data on construction 
techniques is a common need. 
Answering that need in part for 
builders and planners of fallout 
shelters is a 13 1/2-minute color 
film titled Forming Your Future, 
sponsored by Gates & Sons, Inc., 
Denver manufacturer of concrete 
form ties. Produced by Edward 


Hawkins Productions of that city, | 


the film shows how concrete can 
be used to build a shelter from the 
laying of a base slab to the com- 
pleted structure and its interior 
equipment. 

Office of Civil Defense-ap- 
proved data is the basis of the 
filmed material. Prints will be 
available through Civil Defense of- 
fices, the Portland Cement Asso- 
ciation and via Gates and Sons, 
Inc., 80 So. Galapago St., Den- 
ver, Colorado. 

* 


Film Aids Christmas Appeal 
for Foster Parents’ Plan 


* A new documentary film, A | 


Child Across the Sea, which tells 
of a Chinese refugee child who 
is helped by a family in America, 
was played by many television sta- 
tions across 
Christmas attraction last month. 

The decision to release the film, 
via Association Telefilms, during 
the Christmas season came as a 
result of the nationally-syndicated 
column by Inez Robb who sug- 
gested that her readers “adopt” 
a Foster Parents’ Plan child for 
Christmas “in the name of the man 
or woman who has everything.” 
Miss Robb is the foster parent of 
an eight-year old Chinese girl 
whose family fled from Red China 
to Hong Kong. 


To Film Advanced Reading 
Techniques for Business Use 
ve The McGraw-Hill Publishing 
Company in association with the 
Reading Laboratory has selected 
Vision Associates, New York, to 
produce a motion picture based 
on advanced reading techniques 
developed by the Reading Labor- 
atory. 

The teaching film will be dis- 
tributed by McGraw-Hill for use 
by large corporations in execu- 
tive training programs as well as 
to schools and colleges. Lee R. 
Bobker of Vision will produce and 
direct the film tentatively titled 
How to Cut Your Reading 
Time. 


musifex inc 


COMPLETE 

MUSIC & SOUND EFFECTS 

SERVICE 
¢ BACKGROUND MUSIC SCORING 
¢ SOUND EFFECTS 


¢ MUSICAL SOUND EFFECTS 
DISCS FOR OUTRIGHT SALE 


¢ INDUSTRIAL MUSIC LIBRARIES 
FOR LEASE... 


¢ ORIGINAL SCORES 
¢ SOUND EFFECTS LIBRARIES 
FOR SALE... 
Musifex talent proven on 
over 4,000 productions. 
FLY - PHONE - WIRE 
- WRITE NOW 


Sok Velazeo 


the country as a) 


if you want the IMPACT 
of new ideas we have 
the creative hands to pro- 
duce resounding results 
...in the largest, most 
complete new facilities 
between Detroit and 
New York. 


HOLLAND-WEGMAN PRODUCTIONS 
Motion pictures for business, industry and television 
207 DELAWARE AVE., BUFFALO 2, N.Y 
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HE Face-LirtinG of America’s 

urban areas is being spurred 
by the Kennedy Administration as 
well as by civic leaders and re-de- 
velopment groups throughout the 
land. Urban renewal programs are 
everywhere moving into high gear 
and one of the high spots is re- 
ported in Little Rock where reha- 
bilitation of a SO8-acre tract is 
bringing new streets, playgrounds 
and drainage . . . new values and 
new construction. 

Little Rock's urban renewal 
story is the subject of a 13-minute 
sound motion picture, produced 
in both color and black & white. 
It’s title is Quest; the sponsor is 
the city’s Urban Progress Associa- 
tion, Inc. Creative Communica- 


Above (| to r): Dowell N. Naylor, 
Executive Director of Little Rock 
Housing Authority; James Tiller, 
President, Creative Communications, 
Inc.; and Raymond R. Rebsamen, 
Pres., Urban Progress Association 


tions, Inc. of Littke Rock produced 
this comprehensive report. 

Quest describes the development 
of the plan for the renewal and re- 
habilitation of Central Little Rock, 
a 508-acre area covering the entire 
central business district of the city 
as well as the adjacent residential, 
commercial and industrial neigh- 
borhoods. 


Project Initiated in 1950 


This comprehensive project was 
first approved in November, 1959 
and the city was the first in the na- 
tion to undertake the rejuvenation 
of its downtown and the surround- 
ing area through the process of ur- 
ban renewal according to the pro- 
visions of the 1959 National Hous- 
ing “Act. 

Working under the direction of 
Raymond Rebsamen, head of the 
Association. which sponsored 
Quest, producer James E. Tiller 
has created a well-designed, often 
thought-provoking documentary 
on this development. A fine 49 
square-foot model of the new area 
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REPORT ON URBAN RENEWAL IN LITTLE ROCK 


$6,000 model shown in film shows North view of Downtown Little Rock, Ark. 


serves as a guide-line for the fu- 
ture, while scenes of the present 
take citizen-viewers into the plan’s 


The man who sharpens his | 


needs and the benefits to the com- 
munity. As narrator George Moore 
describes an opening scene show- 


pencil to figure costs... 


CAMERAS: LIGHTS ACCESSORIES 


Cameras: & 35mm—Sound 
(Single or Double System)—Silent 
Hi-Speed—Instrumentation 


Lighting: Arcs—incandescents 
Spots—Floods—Dimmers— 
Reflectors—All Lighting Accessories 


Generators: Portable—Truck 


Sound Equipment: Magnetic— 
Optical—Mikes—Booms 


Grip Equipment: Paraliels— 
Goboes—Other Grip accessories 


Cranes, Dollies: Crab—Western- 
Portable Panoram 


Lenses: Wide angle—Zoom—Tele- 
photo—Anamorphic 


Editing Equipment: Moviolas 
—Viewers—Splicers—Rewinders 


Projection Equipment: 16mm & 
35mm—Sound & Silent—Slide— 
Continuous 


Television: Closed Circuit TV 
Camera Cars: 


#707529 


Name.. 


It makes sense, it saves dollars to rent 
from CECO. What's your problem? — 
a 6-second ID or a giant spectacular? 
CECO’s store rooms are bulging with 
the world’s finest and newest photo- 
Mounted graphic equipment. 


Everything is checked out to perform 
“better than new”. All normal ser- 
vicing is provided FREE. Ask your 
accountant why you save money when 
you rent instead of buy. For quick 
action, call JUdson 6-1420 — today! 


Ceamera EQuipment (©..INnc. 
315 W. 43rd St. N.Y.36,N.Y. 


Camera Equipment Co., Inc. 
Dept. $-15 
Gentlemen: Please rush me your FREE complete 


JUdson 6-1420 


315 W. 43rd St., N. Y. 36, N. Y. 


catalogue of Rental Equipment. 


in Hialeah, Florida: Street 


Camera Equipment Co., Inc. of Florida 
cast 10th Ave © TUxedo 8 4604 


ing a metal abstract in front of 
Little Rock’s Tower building: 

“This is called Quest. Here the 
artist has expressed in metal a 
symbol of every man’s quest for 
happiness. We mention it because 
we are going to tell you of one 
city’s quest for progress and pros- 
perity. 

“This, then, is the symbol of 
Little Rock.” 


How to Obtain This Picture 


Public showings throughout the 
community are being followed by 
loan requests from other urban de- 
velopment groups throughout the 
nation. To answer this need, Cre- 
ative Communications, Inc. is 
making color prints available at 
$150; black and white prints at 
$110. The film may be rented for 
$12.50. Direct requests to James 
E. Tiller, President, Creative Com- 
munications, Inc., 104 State Street, 
Little Rock, Arkansas. ye 

To Get Results at a Film 
Showing, Note These Points 
Ye To get the best possible results 
from your film showing, here are 
some suggestions to keep in mind: 

1. Preview the film and plan 
the program in advance. 

Be sure the film you intend to 
show covers the intended subject 
and is “right” for the intended 
audience. Check the film for pos- 
sible damage, and make any nec- 
essary repairs beforehand. If the 
film is part of a larger program, 
run through the whole presenta- 
tion as a time-check. 

2. Check the room for the com- 
fort of the audience, and the 
equipment for smooth perform- 
ance. 

Be sure the room where the 
film is to be shown is ventilated 
(or heated) properly, that there 
are enough chairs, placed so 
everyone can see. Check the pro- 
jector and see that it’s ready for 
operation. If people are uncom- 
fortable or there’s a delay in get- 
ting started, you'll lose the audi- 
ence’s attention. 

3. Let your audience get ready, 
and introduce the film properly. 

Give your audience time enough 
to get settled down before you go 
ahead. Give the film a good intro- 
duction, pointing out the impor- 
tance or timeliness of the subject, 
and suggestions on what your 
viewers should look for. 

4. Plan a closing statement, or 
a review and discussion period. 

After the film has been shown, 
review the main points or ideas 
that were pictured. Then let the 
audience discuss it or ask ques- 
tions, whichever seems best. 
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Guide to Better Projection 

vy A new 36 page booklet “Audio- 
Visual Guide to Better Projection” 
has been published by the Radiant 
Manufacturing Corp. The preface, 
written by a professor of educa- 
tion, touches on the dramatic 
rise of audio-visual methods in 
business and education. 

There are two excellent sections 
in the Guide: “The Environment 
of Projection,” and “The Tools of 
Good Projection.” 

Subjects covered include: the 
shape of the room, seating, prob- 
lems of light, sound, projector 
lens focal length, and screen in- 
stallations. Check Literature No. 
701. 

Fact Sheet on Selectroslide 

All the essential data plus il- 
lustrations of the four basic Select- 
roslide projectors are contained on 
a new compact fact sheet issued 
by Spindler & Sauppe, Inc. The 
machines are automatic _ slide 
changers for industry and educa- 
tional use. Ask for Literature 
No. 702. 

* * 

Effective Use of Slidefilms 
ye “Why Sound Slidefilm?”, a 16- 
page, pocket-size brochure cleverly 
explains the audio-visual approach 
to communication by use of a 
slidefilm type of presentation. 
Each key idea is illustrated with 
a picture representing a frame of 
a slidefilm with commentary ad- 
jacent to each “frame”. 

The booklet tells why the slide- 
film medium is effective means of 
communication, how the films are 
made, and the types of slidefilm 
projection equipment available. 
Published by the Dukane Corpora- 
tion. Request Literature No. 703. 

Video Tape Editing Facts 
ve The latest release in Minnesota 
Mining and Manufacturing Com- 
pany’s series of informational 
booklets on video tape recording 
is “Techniques of Editing Video 
Tape”, a 30-page pictorial re- 
view of ideas being used by video 
tape editors to build shows from 
tapes, locate splicing points and 
create special effects. 

Case histories from the Ed Sul- 
livan Show, the America Pauses 
series, and “The Alamo” spec- 
tacular are presented. Various 
methods of editing tape (direct 
cutting, double-system, frame-by- 
frame) are discussed, and such 
special effects devices as Video- 
Scene, Super-Wipe, Zoom Keyer 
and Inter-Sync are described. Re- 
quest Literature No. 704. Ua 
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Reference Shelf [RE 


Some Useful Booklets and Fact Sheets Available 
Without Cost If Requested on Company Letterhead 


Special Effects Sans Matte 

A four-page pamphlet “Special 
Effects Without Mattes” is offered 
by Animation Equipment Corp. 
The pamphlet (reprint of an arti- 
cle from a national technical maga- 
zine) tells how aerial image op- 
ticals can expedite production of 
effects, cut laboratory costs, and 
avoid the quality loss inherent with 
multiple-generation printing pro- 
cedures. 

Pamphlet shows projector and 
camera set-up and examples of a 
three-way split-screen effect, titles 
superimposed over live action, 
animation over live action, and 
actual products over live action. 
Request Literature No. 705. 


Rear Projection Know-How 


ve The mechanics of rear-screen 
projection, the advantages and dis- 
advantages of this method, and 
costs, are covered in a four-page 
semi-technical report “Rear Pro- 
jection — An Expanding Tech- 
nique for Projected Media”. 

The report, published by the 
H. Wilson Corporation, was writ- 
ten by J. W. Dunn, Jr. a consult- 
ant in audio-visual education. Ask 
for Literature No. 706. 

* * 

Projection Lamp Guide 
vr A projection lamp replacement 
guide for every type of projector 
has been made available by West- 
inghouse Lamp Division. To use 
the 12-page guide, the reader 
selects wattage of the projection 
lamp desired; then refers to pro- 
jectors classified by type — 8mm, 
16mm, slide, etc. — and to spe- 


cific models listed by manufacturer 
and number. 

The lamp designation number 
is given and the ASA number. 
Also shown are replacement lamps 
for editing equipment and sound 
reproducer lamps. Ask for Litera- 
ture No. 707. iy 

* * 
New Audio-Master Catalog 

A new two-color catalog listing 
its entirely new re-designed 1962 
line of playbacks & slidefilm pro- 
jectors has been released by 
Audio-Master Corp. The catalog 
contains a full listing and descrip- 
tion of hi-fi record and trans- 
cription players — monaural and 
stereo — designed for industrial 
and educational use, as well as 
sound slide-film projectors and 
accessories. Ask for Literature 
No. 708. ye 

Colburn’s Editing Comment 


’ “Colburn Comments on Edit- 
ing” a 12-page booklet put out by 
Geo. W. Colburn Laboratory, 
Inc., gives tips on professional 
editing, the, preparation of “A” 
and “B” rolls and a sound track, 
and the type of editing necessary 
to do the job. 

This booklet weighs the pros 
and cons on how much of the 
editing can be done by the film 
unit and when the editing job 
should be turned over to a pro- 
fessional laboratory. 

Factors to be considered include 
cost of professional editing equip- 
ment and use, plus the economics 
involved in hiring full-time, ex- 
perienced technicians. Request 
Literature No. 709. yy 


A CONVENIENT REQUEST 
[} Lit. # 701: Audio-Visual 
Guide to Better Projection. 

(] Lit. # 702: Fact Sheet on 
the Selectroslide. 

[] Lit. # 704: Techniques of 
Editing Video Tape. 

(] Lit. # 705: Special Effects 
Without Mattes. 


(] Lit. # 706: Report on Rear- 
Projection. 


| 
(} Lit. # 703: Booklet: “Why 
Sound Slidefilm?” 


ATTACH LETTERHEAD & MAIL TO: REFERENCE DESK 


FORM FOR LITERATURE 


[]) Lit. # 707: Projection 
Lamp Guide. 
[) Lit. # 708: Catalog of 


Playback, Projectors. 

'}) Lit. # 709: Comments on 
Film Editing. 

(} Lit. # 710: Studio Light- 
ing Catalog. 


(} Lit. # 711: Price List of 
Lab Services. 


(] Lit. # 712: Specification of 
Visual Aids II. 


| 


c/o Business Screen, 7064 Sheridan Road, Chicago 26 | 


Catalog of Studio Lighting 

Beckett and Leonetti Lighting 
and Sales Co., Hollywood, has is- 
sued a new catalog describing, fea- 
tures, specifications, accessories 
and applications for Master Light, 
Master Fill, Master Control, Mas- 
ter Six and Master Three Kits, 
Master Stand and Masterlume Re- 
flector units, a schedule of rental 
rates on a wide range of equip- 
ment, and a description of facili- 
ties offered producers. 

The Masterlight Cine Rental 
service offered by the company 
provides complete production fa- 
cilities where they’re needed. In- 
cluded are payroll and provision 
of experienced crews, lights, grip 
equipment, exterior equipment, 
dollys, parallels, stage lighting and 
stage rental, transportation, and 
complete contracting. The com- 
pany maintains cross-country rent- 
al stations. For a copy, write the 
Reference Shelf, checking Litera- 
ture No. 710 in box below. iy 


* 


Lab-TV Offers Price List 
Lab-TV, New York, has just 
published a price list of its serv- 
ices. A specialist in developing 
16mm reversal film in black & 
white or color, the company’s other 
services include: work prints, col- 
or-to-color prints, fades, dissolves, 
timed prints and edge numbering. 
For a desk copy of the Lab-TV 
Price List, check Literature No. 
711 in the form on this page. 


* 


How to Prepare Visual Art 

A new, free edition of a 16- 
page booklet entitled, Practical 
Specification For Visual Aids II, 
has recently been published by 
Admaster Prints, Inc., 425 Park 
Avenue, South, New York 16, 

The booklet has been designed 
to help anyone preparing a meet- 
ing in which visual art will be used 
or who is preparing art work to 
be used for slides or film strips. 
The booklet contains such informa- 
tion as: format for art for all sizes 
and types of slides; lettering size 
in relation to audience; formula 
for determining screen width; 
screen width in relation to num- 
ber in audience; filmstrip footage 
counting; and maximum visibility 
color chart. 

Check Literature No. 712 for 
your copy of this booklet. ye 


* 


Our Service for Subscribers 

* Requests for literature noted on 
this page will be forwarded to the 
sources; just mail in coupon box 
in adjoining column. Wy 
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Titler & Special Effects Kit 


Titler and Special Effects 
Kit Is Announced by 8.0.8. 

A new Titler and Special Ef- 
fects Kit has been announced by 
S. O. S. Photo-Cine-Optics, Inc. 
All parts including a firm vibra- 
tion-free platform are now made 
of a greater strength so that the 
S. O. S. TG 1V Titler can be used 
for 16mm and 35mm cameras. 

Built with optical precision, the 
Titler has horizontal and vertical 
adjustment of camera carriage and 
keyway and an alignment attach- 
ment for maintaining optical axis 
on the title board center. It allows 
for smooth operation in either a 
horizontal or vertical position. A 
revolving table for making minia- 
tures and lifelike reproductions 
with still or movie cameras is also 
furnished. 

Prices range from $199.50 to 
$395.00 depending on model se- 
lected. 

* * 
Wide-Sereen Lens Available 
for Filmosound Projectors 

A newly-designed wide-screen 
lens attachment that will equip the 
new Filmosound projector line to 
show 16mm prints of Cinemascope 
movies is now available from the 
Bell and Howell Company. 

This auxiliary lens, originally 
developed for use by the armed 
forces, meets rigid military speci- 
fications. It utilizes cylindrical ele- 
ments to allow greater light trans- 
mission, and has a separate focus- 
ing ring to assure sharp picture 
quality. It is available from retail 
camera specialty stores and Bell 
and Howell audio-visual represent- 
atives for less than $170. ye 

ue 
FilMagiec in New Packages 

The Distributor’s Group, Inc., 
of Atlanta Ga., announces that 
FilMagic-Long Life Tape Record- 
er Cleaning and Conditioning flu- 
ids now appear in new packages 
and combinations of fluid. The 
advantages of this new packaging 
are that the dealer can break open 
the new packages and sell the bot- 
tles individually, without disrupt- 
ing his assortment of stock. §& 
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New AUDIO-VISUAL Equipment. 


Recent Product Developments for Projection and Production 


Florman & Babb Announces a 
New Acmade Precision Splicer 
* Another new product from 
Acmade, Ltd., of England — the 
Acmade Precision Tungsten Car- 
bide Splicer — is now available 
from Florman & Babb, Inc. This 
table model hot splicer has sev- 
eral new and unique features 
which make it one of the most 
useful splicers presently available. 

On the 16-35 combination mod- 
el, both sets of pins are retract- 
able, which permits center place- 
ment of the 16mm pins, conse- 
quently, this splicer can be used 
for A & B roll splicing. 

The right-hand block is specif- 
ically designed for easy, efficient 


GROUP VIEWING 
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back-scraping of films using the 
pre-set hand scraper. 

Additional features include 
stainless steel blocks precision fit- 
ted with tungsten carbide cutting 
edges and a thermostatically con- 
trolled heater maintaining a con- 
stant 100 degree temperature. 

Prices for the various models 
available are Model 16, $299; 
Model 35, $299; and Combina- 
tion Model 16-35, $399. Full par- 
ticulars on the Acmade splicer 
may be had from F & B, 68 West 
45th Street, New York 36. ag 

* 
New Propucts Data is available 
on letterhead request from Bust- 
NESS SCREEN, Chicago 26. & 


SALES TALKS 


Less Than 


with Push-Pull Changer 
& Film Strip Adapter 


At Your Dealer or Write Direct to 
ALLIED hn COMP. 300 Park Ave. South, New York 10, New York — 
7 ‘oxas, 16, 


 Here’s a truly portable (only 642 
-— pounds) Selling- -Telling tool at a price 
“that makes it available for every sales force 
and Audio-Visual Department. As small as an attaché 
case! Color Slides or Strip Films of your 
product or subject reach out and come 

to life on the brilliant reflective 

surface of your table-top screen. 

Airequipt Automatic Changer may 

be used with Alpex Adapter! 


Videomaster for 8mm Silent Films 


A-B-M Announces Two 8mm 
Silent Repeater Projectors 


With interest in 8mm_ films 
aroused by recent developments in 
magnetic sound projection, one 
Midwest manufacturer has astutely 
recognized that 8mm silent films 
have their place in product presen- 
tation and for exhibit use, etc. 

Recently introduced by A-B-M 
Mfg. Co., Inc., of Chicago, is a 
portable 8mm _ continuous silent 
projector weighing less than 11 
pounds. The company’s “Video- 
master” is one of two 8mm silent 
machines currently introduced in 
self-contained, “suitcase” viewers. 
Exclusive on Videomaster is the 
Magi-Cartridge, a plastic contain- 
er holding two to six minutes of 
8mm film, sealed within. Film is 
electrostatically cleaned as it pro- 
jects and no sprockets ever touch 
the film. 

A larger A-B-M model accom- 
modates longer films. With time as 
a key factor in sales showings, the 
Videomaster’s Magi-Cartridge re- 
quires only three seconds for com- 
plete change; 10 seconds to setup. 

Videomaster is priced at “under 
$170,” with discounts on quantity 
orders. Extra Magi-Cartridges for 
additional films are $1.25 includ- 
ing insertion of film. For data or 
demonstration contact Barry 


Shore, A-B-M Mfg. Co., Inc., 

1308 S. Pulaski Road, Chicago 

23, Illinois. 
ae 


Offers a Compact, Desk-Top 
Filing Unit for Slidefilms 
* A compact desk-top add-a-unit 
filing unit for sound slidefilms is 
available from the Jack C. Coffey 
o., Inc., North Chicago, Illinois. 
The file holds 36 slidefilms and 
records. Key-numbered compart- 
ments are provided for the films. 
Records are easy to find quickly 
as they have corresponding num- 
bers identified with special index 
tabs in cutaway envelopes. Up to 
12” records can be accommodated 
and can be filed and indexed in 
their original jackets or enve- 
lopes. 
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Process Takes Viewers “Inside” the Picture | 


Dimension 150 Specializes in 


% Dimension 150, developed by 
Dr. R. H. Vetter and Carl Wil- 
liams, is said to be the film 
industry’s newest of wide-screen 
processes — the widest single-film, 
single-image, distortion-free proc- 
ess yet available, with a field-of- 
view of 150 degrees. The new 
process, on which patents are 
pending, nearly duplicates the hu- 
man binocular field-of-vision. A 
new anamorphic-type optical sys- 
tem photographs and projects the 
image which is distortion-free from 
center to periphery. Viewers share 
in an experience of depth and a 
sensation of participation and 
heightened realism. 

Research leading to new con- 
cepts in optics and visual percep- 
tion have led to the development 
of the process. 


Process Uses Standard Films 


Standard film black and 
white or color — and standard 
motion picture cameras are util- 
ized. A special focal attachment 
is oriented to the camera and tri- 
pod. A special viewfinder is pro- 
vided. Usual photographic tech- 
niques are employed in shooting 
in the new ultra-wide field. The 
optics employed permit resolutions 
in excess of 40 lines per milli- 
meter with minimal abberations. 

Standard booths, projectors and 
lenses are utilized. Projection en- 
tails use of a screen of moderate 
to deep curvature; exact radius 
depends on the angle of the pro- 
jection axis. A _ distortion-free 
image is viewed from any point 
substantially below the projection 
axis, even from the extreme sides 
of the theatre. 


Depth of Curve Is Varied 
Variations in depth of the 


screen curve may be made to fit 
requirements of the installation. 


HAWAII SAMOA 
TAHITI. . . 


Stock Shots 

16mm & 35mm Photographic 
Service 

Native Music & Effects 


Synchronous Magnetic 
Recording 


Write: 
CINE’-PIC HAWAII 
Attn: George Tahara 
1847 Fort St., Honolulu 13, Hawaii 
Wire: CINEPIC © Phone 502677 
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Ultra-Wide Field Presentations 


Whatever the depth of the screen, | 


there is, of course, no sound prob- 
lem since conventional film is used. 
Dimension 150 currently is be- 


ing used in a driver simulator pro- | 


gram at a leading university where 
it serves a research function for 
a traffic institute. It has teaching 
applications, as well as effective- 
ness in dramatic presentations, ad- 


vertising and public relations, fairs | 


and exhibitions, 


simulations for | 


flight, gunnery and other training | 


needs, travel, adventure and docu- 
mentary presentations. 


Supply Lenses, License Prints 


Dimension 150 supplies the nec- | 


essary lens attachments, acts as a 
consultant, and licenses prints for 
projection, at moderate cost. All 
other production costs are normal 
to the project being undertaken. 
Further technical information may 
be obtained from Dimension 150, 
1750 Westwood Blvd., Los Ange- 
les 24, on your company’s letter- 
head request. 

* 
STRONTIUM-FREE MILK 
(CONTINUED FROM PAGE 23) 
process involved removes the 


greatest part of Strontium 90 from | 
radioactive milk and is the subject 


of a new film explaining just how 
it all works. 

Strontium Free Milk, a Stand- 
by Process, with animation and 
live action, has been produced by 
USDA’s Motion Picture Service to 
show the dairy industry the step- 
by-step procedures of this Mar- 
tian-type machine. Both film and 
device were previewed, in part, at 
the USDA’s Beltsville, Md., 
search center on December 19. At 
this showing complicated pro- 
cedures inside the machine were 
laid bare on film for industry, 


scientists and government offi- 
cials. 
In lay terms, the continuous 


process for “cleaning” milk entails 
making the raw milk less acid, 
straining out the Strontium 90 with 
resin, washing the resin with salt 
water and starting all over again. 
USDA estimates the film will be 
in great demand as is another year- 
old, 23-minute picture titled Fall- 
out and Agriculture. This film 
shows how fallout affects crops 
and livestock, indicates steps for 
handling farm commodities and 
the land after radioactive dusts 
have settled. 


The new film will be circulated 
via the Department’s film 


brary. 


| 


ture 


ion pic 


same, unexcelled lab service 


For the BEST in A-V Products & Services Look to Business Screen 


SCORE YOUR NEXT FILM WITH 


AWARD WiNNING 


Did you know that commercial films winning the most scoring awards 
nearly always use Hi-Q music? They do. And there's a reason . . . superb 
quality plus the most extensive library, with the plus of famous Capitol 
service. Find out for yourself. Send for demonstration disc. It’s free, 
of course. 


CAPITOL- LIBRARY SERVICES, HOLLYWOOD, CALIF. 
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EASTERN STATES 


e MASSACHUSETTS 


Cinema, Inc., 234 Clarendon 
St., Boston 16. 


NEW JERSEY 


Association Films, Inc., Broad 
at Elm, Ridgefield, N. J. 


e NEW YORK ¢ 


Association Films, Inc., 347 
Madison, New York 17. 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo 2, N. Y. 

Crawford, Immig and Landis, 
Inc., 480 Lexington Avenue, 
New York 17, New York. 

The Jam Handy Organization, 
1775 Broadway, New York 
19. 

National Cinema Service, 71 
Dey Street, New York 7, 

_ WO 2-6049. 

8. 0. S. Photo-Cine Optics, Inc., 
602 W. 52nd St., New York 
19. 

Training Films, Inc., 150 West 
54th St., New York 19. 

Visual Sciences, 599BS Suffern. 

United World Films, Inc., 1445 
Park Ave., NY 29, TR 6-5200 


e PENNSYLVANIA e 


Appel Visual Service, Inc., 963 
Liberty Avenue, Pittsburgh 
22. 

Audio-Visual Equipment Rent- 
al Service, International 
Film Center, Sales and Re- 
pairs, 1906 Market St., Phila- 
delphia 3, LOcust 3-7949. 

Oscar H. Hirt, Inc., 41 N. 11th 
St., Philadelphia 7, WAlnut 
3-0650. 

James Lett Company, 221 N. 
Second St., Harrisburg, 
CEdar 3-5651. 

J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 


The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 
0143. 


© WEST VIRGINIA e 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2, Dickens 
6-6731. 


SOUTHERN STATES 
GEORGIA e 


Colonial Films, 71 Walton St., 
N. W., JA 5-5378, Atlanta. 
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United World Films, Inc., 287 
Techwood Dr., NW., Atlanta. 


e LOUISIANA e 


Stanley Projection Company, 
1117 Bolton Ave., Alexan- 
dria. 

Delta Visual Service, Inc., 715 
Girod St., New Orleans 12. 
Phone: JA 5-9061. 


MARYLAND e 


Stark-Films (Since 1920), 
Howard and Centre Sts., 
Baltimore 1. LE. 9-3391. 


TENNESSEE ¢ 


Southern Visual Films, 686 
Shrine Bldg., Memphis. 


MIDWESTERN STATES 


ILLINOIS 


Robt. H. Redfield, Inc., 1020 
So. Wabash Ave., Chicago 5. 

Association Films, Ince., 561 
Hillgrove, LaGrange, Illinois. 

Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 

The Jam Handy Organization, 
230 N. Michigan Ave., Chi- 
cago. 

Midwest Visual Equipment Co., 
3518 W. Devon Ave., or 27 N. 
Franklin St., Chicago. 


United World Films, Inc., 542 
S. Dearborn St., Chicago 5. 


MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
Zone 11. 


e MISSOURI e 


Swank’s, Inc., 621 N. Skinker 
Bivd., St. Louis 30, Mo. 


e OHIO e 


Academy Film Service, Inc., 
2100 Payne Ave., Cleveland 
14, 


Films Unlimited Productions, 
137 Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue on annual basis only. 


Fryan Film Service, 815 Su- 
perior Avenue, Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Twyman Films, Inc., 329 Salem 
Ave., Dayton. 


M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


e CALIFORNIA e 


LOS ANGELES AREA 

Coast Visual Education Co., 
5620 Hollywood Blvd., Holly- 
wood 28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, 
Hollywood 28. 

Photo & Sound Company, 5515 
Sunset Blvd., Hollywood 28. 

Ralke Company, Inc. 
Audio-Visual Center 
849 N. Highland Ave. HO 4- 
1148, Los Angeles 38, Calif. 

S. 0. S. Photo-Cine Optics, Inc. 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Bever- 
ly Blvd., Los Angeles 57. 

United World Films, Inc., 6610 
Melrose Ave., Los Angeles 36 


SAN FRANCISCO AREA 
Association Films, Inc., 799 
Stevenson St., San Francisco. 


Photo & Sound Company, 116 
Natoma St., San Francisco 5. 


Westcoast Films, 255 Minna, 
San Francisco 3. 


e COLORADO e 
Cromars’ (formerly Audio- 
Visual Center) 28 E. 9th 
Ave. Denver 3. 
Davis Audio-Visual, Inc. 
2149 S. Grape St., Denver 22. 


OREGON 


Moore’s Motion Picture Serv- 
ice, 1201 S. W. Morrison, 
Portland 5, Oregon. 

United World Films, Inc. 5023 
NE Sandy Blvd., Portland 13 


e TEXAS e 
Association Films, Inc., 1108 
Jackson Street, Dallas 2. 
United World Films, Inc., 
2227 Bryan St., Dallas 1 


e UTAH e 


Deseret Book Company, Box 
958, Salt Lake City 10. 


CAMERAS & CAREERS: 


(CONTINUED FROM PAGE 37) 
ing to seek proper counsel before 
producing industrial movies. Now, 
would NVGA aid Kodak, an in- 
dustrial firm requesting assistance 
before producing a guidance film 
on photographic opportunities and 


careers for youth? 


Form Committee of Leaders 

Meeting at its highest level, the 
NVGA agreed that such co-opera- 
tion was possible. A special com- 
mittee of educational leaders was 
appointed to work with Kodak 


| on the film. The chairman of the 


committee was Dr. Richard Rund- 
quist of the Kansas University 


Guidance Bureau. Other members 


| story, 


were Dr. Harold Munsen, School 
of Education, University of 


Rochester; Dr. John W. Joyce, 
| Director of Guidance of Niagara 


Falls Public Schools; and R. W. J. 
Dipboye, School of Education, 
Syracuse University. 

Thus, as writer-director John 
Mills of Kodak Informational 
Films prepared a workable film 
the NVGA participated 
actively in reviewing and screen- 
ing both proposed content and or- 
ganization. 

Circulate Script to Experts 

Before final production, the 
completed script was also circu- 
‘lated for reaction and improve- 
ment — not only to the appointed 
advisory group, but to top per- 
sonnel in audio-visual and guid- 
| ance work in the New York City 
| school system, schools in smaller 
cities, and the local Rochester and 
| Monroe County school system. 
Other groups consulted were na- 
‘tional leaders of the Boy Scouts, 
Girl Scouts, Boys Clubs of Amer- 
ica, and Campfire Girls of Amer- 
ica. 

A survey of educational systems 
throughout the country showed 
| Kodak how, within a budgeted 
"number of prints, to reach the 
film’s audience effectively. 

Kodak allocated 60 prints for 
long-term loan purposes; one each 
to school systems in the 20 largest 
U.S. cities, and to the 40 largest 
university A-V collections, They 
were loaned with the provision 
that they could not be shown on 
television or for profit, nor could 
they be altered or cut. 

_ Eastman Kodak Company also 
made prints of Cameras and Ca- 
_reers available on a loan basis 
from its own Audio-Visual Serv- 
ice to other schools and organi- 
zations. 

The company also appreciated 
that many school systems not 
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among the 20 largest, or not 
using films from large universities, 
might want prints of their own. 
Kodak also felt that large city 
school systems and state libraries 
might need more than one print. 
For them, it was decided to lease 
all additional prints on a_five- 
year basis for a fee of $150 each— 
the Company’s actual print cost. 
Almost at once, nearly a dozen 
libraries elected to lease on this 
basis. 

Show to 10,000 Youngsters 

As an example of the acceptance 
of the movie, eight libraries (each 
using one print) in the first six 
months of 1961, made 150 show- 
ing to nearly 10,000 youngsters. 
Los Angeles alone booked 75 
showings to 7,500 students. 

But, significantly, Kodak was 
successful in sending prints of the 
picture throughout the country be- 
cause the channels of distribution 
— sources who would want and 
use the film — had been deter- 
mined prior to production. The 
picture was tailored for the gui- 
dance counselor and his specific 
task of providing young people 
with incentives to pursue higher 
education. 


Need Pre-Production Plan 
Kodak’s experience in making 
Cameras and Careers underscores 
the need for pre-production plan- 
ning. In making films for school 
systems, 


industry does well to 


* 


seek expert guidance from edu- | 


cators themselves. 
their own 
students. 


They know 
speciality, 


which is | 
They can counsel in- | 


dustry on how much material | 


students can absorb, and how fast; 


they know what the limits of stu- | 
dent knowledge are, and how wide | 


the vocabularies. 

When educators and _film- 
makers work out such areas to- 
gether, the resultant films are well 


on their way to doing their jobs | 


successfully. And, of course, no 


film should ever be made unless | 


good distribution is assured — | 


preferably through existing chan- 
nels. 
* * 


Discuss Animation Technique 

at Portman Seminar in April 

vy Many phases of animation pro- 
duction will be shown and ex- 
plained at the “Portman Anima- 
tion Seminar and Workshop” 
sponsored by Photo Animation, 
Inc., at Grossinger’s Country 
Club, Liberty, New York, April 
9 through 11, 1962. 

Films on animation techniques 
will be analyzed and such basic 
techniques as multiplane, three- 
dimensional and live-action ani- 
mation will be explained. Equip- 
ment will be available to partici- 
pants for experimentation. 

Attendance will be limited to 
100 participants. Information may 
be obtained from Photo Anima- 
tion, Inc. 


EXPERIENCE 1S YOUR KEY T 


_ SERVICE & DEPENDABILITY 


CAMART DUAL SOUND EDITOR Model SB-111 


Edit single and double system 16- 
mm or 35mm optical sound. Edit 


single system Magnastrvipe or 
double system magnetic sound. Use 
with any l6mm motion picture 
viewer to obtain perfect lip-sync 


matching of picture to track. 
(Works from left to right or right 
to left.) 

Dual Editor (without 


viewers) $195.00 
Zeiss Moviscop Viewer 96.00 
Special Editor-Viewer 

Combination 269.00 


NEW DESIGN FILM 


BIN WITH RACK ECCO MODEL D 
© Rectangular SPEEDROLL APPLICATOR 
construction. 
Cleans, conditions, lubricates your 
inflamable, eliminates waxing, ab- 
@ Vulcanized solutely safe. 
fiber with re- 
tal Ecco Model D 
frame. Applicator $33.00 | 
Complete Ecco #1500 Cleaning | 
bin /rack Fluid, per gal. $9.00 
Linen bag Ecco #2000 Negative 
Cleaning 
w/skids Fluid, per 
$45.25 gal. $7.00 
w/ wheels 
$51.75 
Send for 1962 Catalog 


ieCAMERA MART i. 


1845 BROADWAY (at 60th St.) NEW YORK 23 - Plaza 7-6977 ~ Coble: Cameromart 


New Television Season to Bring Over 200 | 


Documentary Programs; Many for 16mm | 


vr In the new television season, some 200 | 
special and documentary programs will be 
prepared, sponsored and telecast. Such trial- 
breaking and outstanding public interest shows 
as those sponsored by Bell & Howell, 
dential and other companies promise to raise 
television viewing in the months ahead to the 
goal sought by FCC Chairman Newton Minow. 

The 16mm field is enriched by the present 
flow of many of these original television shows 
into educational and adult 16mm audience 
channels. Association Films, for example, 
has a long list of outstanding TV documentary 
programs now available to film audiences and 
eagerly sought. 


WANTED TO BUY FOR CASH 


16MM AND 35MM CAMERAS 
AND ACCESSORIES 


Pru- | 


MITCHELL—BELL & HOWELL STANDARD | 


AND EYEMO—ARRIFLEX—MAURER—ALSO 
LABORATORY, EDITING AND 
LIGHTING EQUIPMENT 


CAMERA EQUIPMENT CO., INC. 
315 WEST 43RD STREET 
NEW YORK 36, N.Y. 

CABLE—CINEQUIP 
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8mm Color Movies 


of ROSE PARADE 


| 
| 
SHOT BY EXPERTS FOR YOUR | 
| 
| 
} 


8mm (Silent or Sound) PROJECTOR — 


Movie Newsreels covered the full 1962 Pasadena 
- New Year’s Rose Parade with expert cameramen — 
<«, Shooting in glorious Kodachrome Full Color. Our 
-.. “Zoom” lens got intimate close-ups of glamorous 

beauty queens and flower-bedecked floats. Enjoy 
this famed parade on your own 8mm (silent or 
~ sound) Movie Projector. Guaranteed to delight you 
with color clarity, finest quality movie. 


MOVIE NEWSREELS, 1621 N. Cahuenga, Hollywood 28, Cal. 
] “High Spots” 50-ft. $5 () Full 200-ft. $20 
Rush 8mm film of Rose Parade. 


"SEND ONLY $5 


for 50-ft. film of “High Spots” 

of Parade — or full 200-ft. 

Complete Reel for $20 (200 | 
Ft. Sound $30) | a 


(0 Charge my Diners Acct. 


MOVIE NEWSREELS 
1621 N. Cahuenga 
Hollywood 28, Calif. 


200 Ft. Color $18.00. 


(1 1961 Also Av ailable 


| 

| 

| 
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Custom Built 


HANSARD 
Rear Screen 
Process 
35mm Projector 


Specifications: 

© 500 ft. capacity 

@ 200 Amp Arc Lamphouse 

© Bell & Howell—movement with 

registration pins 

Rheostat with light intensity 

stop switches 

Two camera interlock motors— 

for Mitchell NC & BNC 

© Complete set various focal length 
projection lenses 

© Forward and Reverse controls 

© All connecting cables 

© All components—compietely blimped 

for very low noise level 

Projector mounted on dollied pedestal 

with horizontal and vertical 

adjustments 


Approximate projector weight: 1500 Ibs. 


10, 000 


comers EQUIPMENT CO., INC. 


DEPT. S, 315 WEST 43rd STREET 
NEW YORK 36, NY. © JUdson 6-1420 


Basic Facts for Film Buyers 
Are Provided in Next Month’s 
12th Annual Production Review 


For |6mm. Film — 400° to 2000° Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only bear 

original this 
Fiberbilt TRADE 
Cases MARK 


THE INDEPENDENT: 


(CONTINUED FROM PAGE 34) 
are proud to be The Independent. 
But like any other privately-run 
business, they have to sell their 
service. They get help from pro- 
gressive manufacturers, from re- 
search labs that developed many 
telephone innovations independ- 
ently, and they're regulated, too 
without any guaranty of profit. 

Shown by Local Companies 

Showings of the film are ap- 
propriately in the hands of Inde- 
pendent telephone companies who 
are being encouraged to acquire 
individual prints by the Associa- 
tion. Local company credit-titles 
are carried at the head and end 
of these prints. Previews to “in- 
siders” (employees, local share- 
holders, top toll accounts and the 
press) are usually followed by an 
“Opera House” at the exchange 
with subscribers and civic leaders 
invited. 

Following _ these 
The Independent will go into 
“public” distribution among clubs, 
organizations and other groups in 
the company’s service area. When 
these are completed, the prints 
will wind up in the local school’s 
film library and should do yeo- 
man service in recruiting future 
employees for the company. 


“premiers” 


“Must” Viewing in the Capital 

We'd like to add a post-script 
to this distribution plan. The In- 
dependent is “must” viewing by 
every member of Congress, Wash- 
ington rate-making and regulatory 
bodies and those anti-trusters who 
keep talking about that big Bell 
System. It isn’t any news to Bell 
that the company has 3,200 ardent 
competitors and that its Western 
Electric affiliate has dozens of 
other telephone equipment makers 
to help it keep on its toes. That 
they live together with nary a 
hitch for the telephone user who 
doesn’t know or care whose lines 
he’s talking over is a tribute to 
our free enterprise system. Nei- 
ther Bell or any of the “inde- 
pendents” would want it any other 
way. 

Schlitz Takes Fishing Fans to 
the Lake District of Chile 

To stimulate U. S. sportsmen’s 
interest in the Lake District of 
Chile, Jos. Schlitz Brewing Com- 


| pany has sponsored a film that in- 


troduces the area to fishermen 
and other sports fans. 

Rainbow in the Mirror! de- 
_ scribes an expedition of three Tar 
| Heel fishermen to the Chilean 


lake country, where they are seen 
with catches of large rainbow and 
landlocked salmon in_ remote 
lakes surrounded by active vol- 
canos. 

Other sequences include Pa- 
cific fishing villages, and horse- 
racing and flowers at Vina Del 
Mar. Chile’s President Alessandri 
is seen overseeing reconstruction 
after earthquake damage. 

Latin music is provided in this 
29-minute color film by the Car- 
men Cuevas singers. Producer 
was Walter J. Klein Company, 
Charlotte, N. C. ba 


AND THE FAR SOUND: 
(CONTINUED FROM PAGE 35) 


Still later, research men found 
ways of making one wire carry 
five conversations at once. Today, 
1,800 conversations can be carried 
in a single voice path, through 
wave guide “pipes” via coaxial 
cable or by microwave radio. The 
recently-developed “optical maser” 
projects a light beam that may 
one day carry hundreds of thou- 
sands of telephone calls and TV 
programs. Bell Lab scientists are 
hard at work perfecting this de- 
vice. 


To Launch First Satellite 


In 1962, the efforts of Bell re- 
search in communications satel- 
lites (while Echo 1 still flickers in 
the twilit skies) are directed to- 
ward launching of a commercial 
satellite (the first at private in- 
dustry’s expense) which will liter- 
ally “reach for the stars” and be- 
gin an entire new era in worldwide 
exchange of both voice and pic- 
tures. 

Scenes in The Far Sound recall 
experiments which led to the in- 
vention of the transistor and the 
Bell solar battery. The first tele- 
vision broadcast in 1927 is recre- 
ated. In research, the film notes, 
“man is free to seek what truths 
he will . . . to delve the boundless 


depths of his own mind. . . to 
seek within the molecule of the 
unfathomable secrets of its parts.” 

Striking and entertaining car- 
toon animation helps tell The Far 
Sound's story, to illuminate studies 
into the science of sound. Not a 
commercial film by any of the or- 
dinary definitions, the picture is 
destined to have broad and last- 
ing appeal, whether to general 
public audiences or within science 
classes. 

“Telephone Talk” Was Deleted 

Telephone officials insisted that 
John Sutherland make this picture 
as if it were being done as an inde- 
pendent venture and even 
then, telephone men went through 
the script to weed out company 
names and phrases which sound- 
ed too much like “Bell talk.” The 
common effort by a long-exper- 
ienced sponsor and a skilled pro- 
ducer has resulted in a picture of 
worth and significance. 

Prints will be available nation- 
ally through local Bell Telephone 
offices. 

* 

“Proud and Tall” Pictures the 
Ability of Handicapped Worker 
we The real problem to a handi- 
capped person is the “handicapped 
employer” who resists hiring 
handicapped workers because of 
some erroneous, pre-conceived 
ideas. 

Helping to solve this problem 
is a new motion picture produced 
by Employers Mutuals of Wausau. 
Proud and Tall is an educational 
film showing the abilities of handi- 
capped workers. The thought be- 
hind the production, as stated by 
J. M. Sweitzer, president of Em- 
ployers Mutuals, is that “It is just 
good business to hire the handi- 
capped. As a group these people 
have excellent work records and 
are a source of inspiration to their 
fellow workers.” 

Employers Mutuals is distribut- 
ing. 
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Serving 
the 
Producer... 


-filmstrips and slides 
- quality processing 
-filmstrip photography 


MANHATTAN 


COLOR 
LABORATORY 


210 West 65th Street 
New York 23, N. Y. 
TR 3-1919 
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Immediate 
Delivery! 
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| are here,” he said. 


| scenes about the fur traders; to the Upper 


| THIS IS MICHIGAN’S STORY: 


(CONTINUED FROM PAGE TWENTY-EIGHT) | 
and prosperous in the nation,” McElvenny | 
said. | 

“We hope this film will answer the questions | 
that are on the minds of many of our young | 
people: whether or not they should build 
their careers in Michigan or look for greener 
pastures. We hope it will convince Michigan 
businessmen and their employees that each 
has a stake in Michigan and that, for those 
willing to give a little of themselves to help 
solve its problems, the rewards and future 


Points Up Michigan’s Historic Rise 
The plot of the pictu.e revolves around a 
family in which the son, about to graduate 
from high school, tells his parents he doesn’t 
think he wants to go to college in Michigan or 


live there. He suggests that other states have | | 


| FILM REJUVENATION 


more to offer. 

His father defends the state, recalling how 
“Michigan has always bounced back,” and 
relates the state’s history from the rise and | 
fall of fur trading, through the iron and copper 
mining and lumbering booms, the growth of 
agriculture and manufacturing. As he talks 
about each period, the same son, father and 
mother appear in costumes of the era and re- | 
enact historic scenes. 

Travel 10,000 Miles to Film Scenes | 

All of the studio and location scenes with | 
the actors were filmed by Jam Handy crews. | 
Scenic pictures were photographed by William | 


Sweet, chief photographer for Michigan Con- 
solidated. The camera crews traveled over 
10,000 miles within the state to make The | 
Michigan Story. 

They went to Mackinac Island to shoot | 


Peninsula for the mining industry; to northern 
Michigan forests to tell how Michigan became | 
the lumbering center of the nation; to Green- | 
field village for pictures of the early automo- 


bile industry. They visited a half dozen colleges 
| and universities across the state and flew over 


Detroit for spectacular views of the city’s 
expressways. 
Film Available Nationally for Showing 

The rejuvenation of Michigan’s largest 
cities with their new buildings, and diversi- 
fied industries brings the film up to date. 

The Michigan Story is available nationally 
for group showings. The film can be reserved 
through Michigan Consolidated’s public re- 
lations department in Detroit or through the | 
sales departments in the utility's outstate 
offices. 


Epitor’s Note: pointing a trend to state pro- 
motional use of the film medium, the next 
issue will feature several new pictures on the | 
Commonwealth of Kentucky. | 
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(CONTINUED FROM PAGE TWENTY-NINE) 
container industry is a billion dollar a year 
business. Fifty thousand people are employed 
in its highly mechanized plants and their com- 
bined efforts produce the more than twenty-two 
billion new glass containers used annually in 
the United States. 

Plant production is a complex operation, 
and if the layman is to understand what is go- 
ing on he must be given a careful step-by-step 
explanation. Before any shooting was done in 
the plant, both the producer and the camera- 
men were taken on a “walk-through” of a 
typical plant, and given several information 
pieces to read which described in detail the 
modern process for making glass containers. 
Once these had been absorbed, a_ shooting 
script could be completed. The schedule called 
for five days of in-plant shooting. 

Presently, there are one-hundred-and-five 
glass container plants throughout the country 

about one hundred of them are operated by 
GCMI member companies. One had to be 
chosen for the film. 

Factors Involved in Selecting a Plant 

The prototype plant would include the lat- 
est equipment and design; enough machines to 
produce a variety of jars and bottles since we 
intended to show the many sizes, shapes and 
designs of glass containers; and a plant that 
would allow a movie crew to enter and shoot. 

This last point presents another problem 
that is peculiar to an association. Because, as 
pointed out earlier, all publicity projects must 
be carried out in the name of the entire indus- 
try, it is not possible to give individual com- 
panies recognition through plant identification. 
The name of the plant could not be shown, nor 
could the type of jars and bottles being pro- 
duced be identified. The only compensation to 
the plant is in the knowledge that it is making 
an industry contribution. Fortunately, GCMI 
member companies are extremely cooperative 
in such matters and approval once the plant 
had been decided upon never posed a problem. 

Plant Electrician Is Your Key Man 

However, permission to enter does not im- 
ply permission to take over the plant. Without 
the cooperation of the plant personnel it is 
virtually impossible to get the job done. The 
rules of safety and discipline set-up by the 
company for the regular employees must be 
observed. Perhaps the most important person 
in the plant to a movie crew is the plant elec- 
trician. This is especially true if large areas of 
the plant are to be shot. He is the man who 
can make the necessary power available. With- 
out his help and knowledge of the current 
within a certain plant it is not unknown that 
movie crews have paralyzed an entire plant 
because they hooked up to a line that was in- 
adequate. 

At a different level, the plant manager is 
the person who insures smooth performance by 
instructing his personnel about what the crew 
is doing, and soliciting their assistance in any 
way possible. Usually, he will assign a man to 
act as guide and trouble shooter. 

The “ideal” plant for Sealed In Glass was 
found a thousand miles from New York City. 
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A TRADE ASSOCIATION USES THE FILM MEDIUM: 


It met all the requirements of up-to-date equip- 
ment; a high level of housekeeping; enough 
machines so that a variety of containers could 
be seen; facilities to permit a movie crew to 
work without interfering with normal produc- 
tion; and a willingness to have us in the plant. 
Well-Planned Shooting Avoids Delays 

The plant city was large enough so that we 
were able to pick-up locally the assistant cam- 
eraman, gaffer, and grips, realizing a consider- 
able saving on travel expense for those people. 
Once shooting began there were no delays. Be- 
ginning with the establishing exterior shots of 
the plant, we followed in order the step-by- 
step process for making glass containers: ar- 
rival of the raw materials (sand, soda ash, and 
limestone) in freight cars; measuring the ma- 
terials; mixing the batch; delivery of the 


High and well out of workers’ paths, camera 
crew films sequence on glass container manvu- 
facture in plant selected as prototype. 


mixed raw materials to the furnace; the melt- 
ing process; molten glass fed to the forming 
machines; the production of glass containers 
on the machines; the finished jars and bottles; 
annealing and the finished product. 

By following precisely these basic steps we 
avoided confusion over what had and had not 
been shot, and the plant personnel could also 
follow our progress and prepare in advance 
for arrival in different sections. Instead of the 
five day schedule originally planned, all the in- 
plant shots were finished in four days. 

Getting Cooperation from the Packers 

After a glass container is made it must be 
filled with something and then delivered to the 
consumer. Broadly, the end-uses for glass 
containers divide four ways: foods, beverages, 
drugs and cosmetics, and chemicals—house- 
hold and industrial. GCMI member companies 
make glass containers but do not pack them. 
We therefore had to approach packers to ask 
what we had sought from our members—to 
enter their plants and shoot the filling lines. 
The same cooperative spirit pervading within 
our own membership naturally enough did not 
exist among those not directly interested in the 
Institute. Again, there could be no brand iden- 
tification, and the only incentive for the packer 


was that a certain product would appear in a 
film slated for national television and _theatri- 
cal distribution. 

Eventually seven packers agreed to let us 
make the necessary shots. The seven, however, 
were scattered from Yonkers, New York; to 
Long Island City; to Bloomfield, New Jersey. 
The seven set-ups took four days—the same 
number of days required for the entire in-plant 
photography. Each filling or packing opera- 
tions plays about ten seconds on the screen 
but the time involved to reach the plants per- 
mitted us to shoot at the most two plants a day. 

Colorful Final Sequence “Lifts” Film 


With the completion of filming the present- 
day productions methods for. making glass 
containers, and the filling operations the script 
for Sealed In Glass was about, finished. But, 
for the finale. Instead of a purely pedestrian 
approach showing row on row of glass-packed 
items sitting on a shelf we decided on what has 
since been termed the “ballet of the bottles.” 
Through the use of special optical lenses and 
the ingenuous special effects technique of Fran- 
cis Thompson there is a kaleidoscope of color 
and shape of glass containers as they parade 
symetrically before the camera. 

When the final answer print was}approved 
by GCMI it was presented to repr¢sentatives 
of member companies attending a semi-annual 
membership meeting. Their enthusia&ttic recep- 
tion of the film at that meeting was most grati- 
flying and indicative that we had fulfilled at 
least two of our original objectives. The ful- 
fillment of the third came when Sealed In Glass 
was awarded a special prize for special effects 
in the International Film Festival of New York, 
and when NBC-TV scheduled the film for a 
Sunday morning telecast in October. i 


PREVIEW NOTES: SEALED IN GLASS 
(CONTINUED FROM PAGE TWENTY-NINE) 
has found glass to be the answer by displaying 
the hundreds of items that are packed in glass. 
From milk to vinegar, chemicals to perfume, 
soft drinks to applesauce, it all comes “under 
glass.” 

The picture was made with the cooperation 
of The Brooklyn Museum, the Corning Muse- 
um of Glass, and the New York State College 
of Ceramics at Alfred University. Sealed in 
Glass was produced and directed by Edward 
F. Cullen, and photographed by Henry Ja- 
vorsky and Michael Livesey, with special ef- 
fects by Francis Thompson. It was written by 
Lawrence Ravitz. National distribution is by 
Sterling-Movies U.S.A. 


Man began using molds in First Century, A.D. 
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MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING, 619 W. 54th ST. 
NEW YORK 19, N.Y. JUDSON 6-03 


%¥ developing color negatives ¢ additive color printing * reduction printing including A & B «color 
slide film processing ¢ blowups « internegatives « Kodachrome scene-to-scene color balanced 
printing ¢ Ektachrome developing and printing ¢ registration printing * plus complete black and 
white facilities including cutting rooms, storage rooms and the finest screening facilities in the east. 
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